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Sif li, 
at the National SRS Deposition appeals 
i to a ver va rs 1g v4 89 t digpute the fact that 

good ddvertising ; but 


ou an immense amoun 
it ic . Cag aS are eee 
advertising. EL BREA 
character is so large that or s minds are in a very unfa- 
vorable state for the reception of effective, distinctive impressions. 
There is but a small percentage of the thousands who visit the Expo- 
sition who will remember you or your goods unless brought direct to their 


attention. 
Now’s the time for you to advertise in 


Che Philadelphia Record 


the fact that you are represented and thereby become represent- 
ative among dealers in your class of products. 
Your advertisement will be delivered to over 
180,000 persons every day and the cost is but 25 
cents per line. 
THE LARGEST CIRCULATION IN 
PENNSYLVANIA PAYS THE BEST and 


Che Philadelphia Record has it. 

Come and talk it over with our advertising 
man at Nos. 917 and 919 Chestnut Street, or call 
at our booth in the Main Exhibition Hall, Section 
D. 31. (It’s on the corner, you can’t miss it.) 
W _W VVUW ww Ww : 
uwiemoina: ed by” The Philadelphia Record” at the Nationat Export Exposition 
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MMA 
MM UGES Crue 


The very best selectzon 
and service in Street Car 
Advertising. 

Heavily patronized 
street cars in prosperous 


cities, where your adver- 





tisement faces the con- 


sumer with its suggestive 


’ 





invitation both “going’ 
and “coming.” 

If your article 
does not claim the 
attention, be sure 
your competitor is 
not neglecting the 
opportunity. 

May we come 
with the whip? 











q 2s Mulford & Petry Company | 


WESTERN OFFICES: ‘ HAA 7 4 FASTERN OFFICE: 
99 WoopwARD AVENUE, STREET CAR ADVERTISING 220 Broaoway, 
ET NE 


Detroit. New York. 











PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YorK, N. Y., PoST-OFFICE, JUNK 29 1893. 


VoL. XXIX. 


THE CENTURY’S ACHIEVE- 
MENTS IN BUSINESS. 


In the Self Culture Magazine 
for October, Mr. Oscar Herzberg, 
the managing editor of PRINTERS’ 
INK, writes on the nineteenth 
century's achievements in busi- 
ness as follows: 

More radical changes have been 
made in the conduct of business 
during the century now drawing 
to a close than in all the eras pre- 
ceding. In fact, business as to- 
day conducted is a creation of the 
last hundred years, or, to be more 
accurate, of the last fifty years. 

The colonists who came here 
from Europe established general 
stores, in which was to be found 
a variety of articles that is not, 
perhaps, surpassed to-day in the 
largest department stores. The 
field of these general stores was 
naturally a local one, each estab- 
lishment being confined to its own 
neighborhood. As the population 
increased, and it became necessary 
to keep in stock a larger number 
of the various articles, stores were 
established carrying but a single 
line of goods—such, for instance, 
as groceries, hardware, etc. These 
establishments survive to-day, but 
are being rapidly overshadowed 
by the modern department store, 
which is easily drawing to itself 
the trade not only of its own 
neighborhood, but, through the 
ease with which orders by mail 
are filled, of communities hun- 
dreds of miles away. 

The department store is indeed 
the crowning achievement of the 
century in the world of business. 
The idea originated in Paris, 
where even to-daythe Bon Marché 
stands unsurpassed for its sizeand 
volume of transactions At a 
recent meeting of merchants in 
Chicago eight thousand merchants 
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testified that they had suffered 
from the inroads of these estab- 
lishments into their business. The 
tendency of the department store 
is to eliminate the small merchant 
altogether, and thus make us re- 
turn to what is really a modified 
form of the general store. 

It is not difficult to discern why 
these stores are making such 
headway. The convenience of 


satisfying all one’s wants at a 
single establishment, at prices 
which ordinary “one-line mer- 


chants” cannot hope to approach, 
explains the situation. Another 
factor is the large amount of ad- 
vertising which these establish- 
ments maintain. Instead of wait- 
ing for the public to come to 
them, they have invited it, 
through the medium of the pub- 
lic press, to come and view the 
bargains displayed; and as _bar- 
gains have a potent attraction for 
all women the response is enthusi- 
astic. 

Advertising is, indeed, 
the great developments of the 
century. It has _ revolutionized 
business and made it possible to 
accomplish in a few years what 
otherwise would have taken gen- 
erations to compass. To-day the 
advertiser, through the medium 
of the public press, can introduce 
his article to the entire public al- 
most literally at a bound. Such 
a servant at the seller’s elbow has 
naturally made business vastly 
different from what it was cen- 
turies ago. It is no longer neces- 
sary, as it was in previous genera- 
tions, to confine one’s commercial 
transactions to a limited area. In 
fact the manufacturer of to-day 
regards the world as his field; 
and there are quite a number of 
proprietary articles, widely and 
favorably known in every quarter 
of the civilized world, which have 


one of 
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been introduced during the life- 
time of their present proprietors, 
who are men only in the prime 
of life! Without advertising, by 
which it is possible to reach and 
influence hundreds of thousands 
of persons simultaneously, such a 
result could not be accomplished 
in several generations, if indeed it 
could be accomplished at all. 
Nor has this advertising benefited 


the seller only. It has brought 
to the knowledge of the buyer 
the hundreds of improvements 


and articles by which life can be 
made more pleasant; by which 
the health can be preserved, the 
palate gratified, the intellect fed 
and satisfied. It is no exaggera- 
tion to say that no force has con- 
duced more to knit the world 
closely together, nor made our 
mutual interdependence more ap- 


parent. “It is but the simple 
truth to assert,”’ says a recent 
writer, ‘that the loss of the in- 
formation which the advertise- 
ments furnish would be one of 
the greatest imaginable misfor- 


tunes to civilization. 
A phase of trade that has dif- 


ferentiated the century from 
others is the tendency to com- 
bine forces, everywhere apparent 


in the business world. This tend- 
ency is due to the increasing 
magnitude of commercial trans- 
actions requiring a large outlay of 
capital. Corporations, syndicates, 


and trusts are the result. That 
the number of these will greatly 
increase in the future admits of 


little doubt. Without them busi- 
ness as to-day conducted could 
not exist. This tendency to cen- 
tralization has produced our great 
department stores, our great mills 
and factories, and other com- 
mercial enterprises. That there 
are great evils connected with it 
no rational mind doubts; but at 
the same time it must be ac- 
knowledged that it is one of the 
crowning achievements in the 
world of business of the hundred 
years drawing to a close. To 
confine it within proper limits, 
so that the entire extinction of 
the small merchant may be 
averted, will be the task of the 
twentieth century. 

One of the latest developments 





is the 
realization among business men 


in the commercial world 
that south of us, in Latin 
America, we have a_ field for 
trade development that has long 
been overlooked in spite of its 
promise. Those who have culti- 
vated this field have naturally 
made no effort to give others an 
inkling of its possibilities; and 
thus it is that only at the end of 
the nineteenth century are the 
Americas about to enter into a 
close and profitable business alli- 
ance. The Spanish-American 
war has done much to draw at- 
tention to the commercial possi- 
bilities so long allowed to lie dor- 
mant. The fact that Cuba and 
Porto Rico will be practically un- 
der United States control will do 
much to develop trade in tropical 
regions. 

One of the century's most grati- 
fying achievements in business is 
the universal realization on all 
hands that, regarded merely as a 
matter of policy, honesty pays 
best in the end. The recognition 
of this fact has made merchants 
chary of selling to customers 
articles which they cannot recom- 
mend, or of putting forth claims 
which cannot be substantiated. 
As a result the general exaggera- 
tion which prevailed in trade an- 
nouncements in the early part of 
the century has almost entirely 
disappeared, while methods which 
tended to deceive and rob the cus- 
tomer have fallen into deserved 
desuetude. Among other things, 
the practice in retail circles of 
having no definite price for an 
article, but depending on the 
clerk to get as much for it as pos- 
sible, giving him as a reward one 
half of all he secured above a 
certain sum, appears to have been 
entirely eliminated. The best 
unvontite ethics to-day provide 
for plain pricemarks. This is 
largely due to the influence of the 
department store, which was the 
first establishment to base _ its 
claim for patronage upon a com- 
parison of “values” offered for 
specified amounts. 

Perhaps the most peculiar 
achievement of business in the 
present century is that it has suc- 
ceeded in outliving the stigma 
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which in former ages attached to 
commercial pursuits. To-day it 
is not at all infrequent to find 
sons of wealthy and refined par- 
ents entering mercantile life. 
Business has been broadened so 
much within recent years, that to 
succeed in it requires as great if 
not greater mental capacities than 
are called into requisition in the 
professions. To manage an es- 
tablishment employing thousands 
of people; to correctly gauge pub- 
lic wants oor supply them at a 
profit; to seek, discover, and de- 
velop new markets—all involve 
qualities of foresight and execu- 
tion that the commander of an 
army or the executive of a natior 
would find extremely useful. The 
recognition of this fact has done 
much to lift mercantile life to the 
high estimation which it at 
present enjoys. As commerce 
knits the world more closely to- 
gether business pursuits will be- 
come of greater and greater im- 
portance, calling into service the 
highest abilities of the best of our 
young men. Only the broaden- 
ing of opinion regarding com- 
mercial life which is so distinctive 
an achievement of the present 
century makes this a_ possibility. 


7 
DAWSON’S DAILY 
Dawson now 


Dawson Daily 


PAPER. 

has a daily paper, the 
News, which in typo 
graphy and makeup presents a credit- 
able appearance for a _ publication 
emanating from a point so near the 
Arctic circle. The introductory num- 
ber states that its plant includes a 
large cylinder power press, job presses, 
a Thorne self-distributing ' typesetting 
machine and a large paper cutter. Like 
other journals of more pretensions the 
new paper of Dawson at once begins 
to exploit its own town, and in an 
editorial on “The Future of Dawson,” 
it says: “The term camp can no 
longer be applied to the city, with Its 
miles of business streets and_ solid 
buildings, with good drainage and sani- 
tation.”” This is pleasant news, as it 
was only last May that a considerable 
portion of the town was wiped out by 
fire. Another item of interest is the 
statement that the Klondike is to be 


represented at the Paris exposition 
with moving pictures and a “pyramid 
of virgin gold worth $1,000,000.”— 


Kansas City (Mo.) Journal. 
~~ 


TWO KINDS. 

The advertising with the big hurrah brings 
many people once. The truthful, straightfor- 
ward advertisement brings a few ‘people—but 
they come again and again and bring their 
friends.— Trade Register. 


THE 


Mr. Fletcher 


NEWSPAPER TRAIN. 


Robinson describes in 


Cassell’s Magazine how the London 
papers are sent to the provinces: It is 
an animated scene. The train has a 


passenger coach or two tucked away in 
front and rear; but it mainly consists 
of long cars, four of which belong to 
the great Smith firm of bookstall fame, 


two to Her Majesty’s mails, and one 
to the railway company itself. The 
r ttle of cart and van arriving at a 
gallop echoes faintly from without, 


while the grumble of the barrow wheels 





never ceases, as one _ after another 
they pour down the platform. Half 
a dozen passengers stand beside me, 
staring in sleepy surprise at the long 
procession of newspapers and mail- 
bags that pass before them. “Clear 
the way, there! Clear the way!” The 


porters and guards may well give warn- 
ing shouts. Down the narrow, stone- 
flagged passenger platform a huge rail- 
way van advances, with its two seven- 
teen-hand horses at a trot, while to 
right and left the barrows scatter like 
a fishing fleet before an Atlantic liner. 
It is the parcel-collecting express be- 
longing to the railway, and a dozen 
porters fall upon it, and commence to 
load up their special car. Then, at 
last, the work slackens. I glance at 
the clock; there are two minutes left. 
Yet still there is an air of expectancy 





about “Smith’s,” and a whisper runs 
round that The no, I will spare 
its name—that a great daily paper has 


not arrived. The station master walks 
up and down, frowning, while the 
guard growls uncomplimentary remarks 
to the newspaper men. The cars are 
now so loaded with their tons upon 
tons of paper that they have sunk on 
their springs a good foot below the 
level ef the other coaches. Anxious 
faces peep from the open doors of one 
which is reserved for the late arrival. 
Ifurrah! here it comes at last, with 
tour or five red-faced men pushing be- 
hind the high-piled barrow. In with it 
with what speed you may. All aboard! 
Che whistle of the guard finds an an- 
swer from the engine, and the great 
train rushes off into the darkness on 
its far northern journey. 


+o - 

HOW WE USE UP THE FORESTS 

A cord of spruce wood, the Boston 
Transcript estimates, is equal to 615 
feet board measure, and this quantity 
of raw material will make half a ton 
of sulphite pulp, or one ton of ground 
wood pulp. Newspaper stock is made 
up with 2 per cent of sulphite pulp and 
80 per cent of ground wood pulp. 
The best known spruce land, virgin 
growth, possesses a stand of about 
7,000 feet to the acre. Twenty-two 
acres of this best spruce land will 
therefore contain 154,000 feet of tim- 
ber. An average gang of loggers will 
cut this in about eight days. This 
entire quantity of wood turned in at 
any one of the large mills will be 
converted in a single day into about 
250 tons of such pulp as goes to make 
up newspaper stock. This pulp will 
make about an equal weight of paper, 
which will supply a single large metro- 
politan newspaper just two days. 
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PRINTING WITHOUT 


INK. 


Printers need no longer fear 
the tyrannical power of a heart- 
less ink trust, for printing with- 
out the aid of ink promises to be 
the next development. Word 
comes from England, where tests 
have been made during the last 
six months, that a company has 
been formed for the purpose of 
controlling the invention, and that 
the Electric Inkless Printing Syn- 
dicate (Limited) is about ready 
for business. It yet remains to 
be seen, however, to what extent 
it will be possible to introduce 
this startling innovation. 

The inkless printing process is 
the invention of a genius named 
Greene. Its salient feature is the 
use of the electric current in place 
of ink, and the chief advantages 
claimed for it are decreased cost 
of production and an increase of 
at least 25 per cent in speed. 

Three of the principal items 
that enter into the expense of 
producing printed matter are ink, 
time and labor. As to the first, 
an estimate has been worked out 
by a London printer, which shows 
that by using the electric inkless 
process a saving in ink alone of 
more than 50 per cent on the 
cost of production can be effected 
after paying for the license to use 
the process and for the current 
consumed. The basis of this esti- 
mate is one year’s work of one 
press. 

As to the other two items, it is 
asserted that there is the saving 
of half the time of the pressman 
and his assistant, now occupied in 
keeping up and regulating the sup- 
ply of ink and its proper applica- 
tion in the right quantities to the 
surface being printed, and in fre, 
quent stoppages to clean the ink 
out of the type faces. This great 
economy of time would permit 
one man to superintend double 
the number of machines he now 
does. Moreover, there is the 
saving of the feeders’ time spent 
in cleaning ink tables and ducts, 


and in washing rollers and forms. 

Besides this there is a saving in 
such as the cost of 
ink reducers, 
of rollers, 


minor items, 
cleaning fluids, oil, 
and the maintenance 
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while the gain in increased clean 
liness and the entire absence of, 
combust:ble cleansing material 
will materially lessen the risk of 
fire and should cause a decrease 
in insurance premiums. 

It is also a notable economic 
feature that all machines now in 
use can be adapted at small cost 
for electrical inkless printing. 
The only changes are to leave off 
the rollers and all movable parts 
of the inking arrangements, fit a 
thin sheet of fine rolled zinc 
around the cylinder as a conduc- 
tor, connect the negative and posi- 
tive poles from the electric supply 
of the machine, and it is ready. 

The supply of current can be 
derived from the printer's owls 
driving power by means of an ac- 
cumulator, or from the public 
supply, where obtainable. The 
same electric motor that drives his 
printing machines will also supply 


current for printing. 
The cost of the current con- 
sumed has been found to run 


from two to three cents per hour, 
according to the size of the print- 
ing surface, but for small work 
ample power can be obtained from 
an ordinary 16-candle lamp. The 
current is under absolute control. 

The increased speed of the 
presses will be due to the absence 
of cumbrous inking  arrange- 
ments, to operate which requires a 
big percentage of the power used 
in running printing machines. 
And, in addition to the increased 
speed, presses that are construct- 
ed especially for electric inkless 
printing, without the inking at- 
tachments, will cost only about 
one-half as much as they do now 
and will take up not more than 
two-thirds the floor space occu- 
pied by the machines. 

One feature of this process 
which would seem to be a great 
disadvantage at first glance is the 
necessity of using paper that has 
been chemically treated, in order 
that it will be susceptible to the 
magnetic electric influence. It is 
stated, however, that the chemi- 
cals are added directly to the 
pulp and that they are so cheap 
as to make no appreciable increase 
in the cost.—Profitable Adver- 
tising. 
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Che === Sun. 


HAS MORE READERS 
IN GREATER NEW YORK 
THAN 
ANY OTHER NEWSPAPER 
AND A 
LARGER NUMBER 
OF FIRST-CLASS READERS 
THAN ALL THE OTHER 
NEWSPAPERS PUBLISHED 
IN 
NEW YORK COMBINED. 














JOSEPH PULITZER. 


One of the most successful 
newspaper publishers in the 
United States, and one who has 
shown the most remarkable ge- 
nius in the creation and manage- 
ment of a great metropolitan 
journal, is Joseph Pulitzer, pro- 
prietor of the New York [Vorld. 

Mr. Pulitzer was born in Buda- 
Pesth, Hungary, April 10, 1842 
He received a classical education 
in his native city, and in 1863 
came to the United States, where, 
until 1865, he served as a private 
soldier in the Federal army. 

After endeavoring unsuccess- 
fully to gain a foothold in New 
York, and undergoing many hard- 
ships, he made his way to St, 
Louis, Mo., where he entered 
journalism as a reporter on the 
Westliche Post, a leading German 
newspaper, at that time edited by 
Carl Schurz. He speedily gained 
a mastery of English, studied law, 
and was admitted to practice by 
the Supreme Court of the State 
of Missouri. 

He became the managing editor 
and one of the proprietors of the 
Post, acquired prominence in poli- 
tics, and in 1869 was elected as a 
member of the Legislature. 

In 1872 he was a delegate to the 
Liberal Republican Convention 
that met in Cincinnati and nomi- 
nated Horace Greeley for the 
Presidency; and _ thereafter he 
continued to act with the Demo- 
cratic party. 

In 1874 he was a member of the 
Missouri Constitutional Conven- 
tion, and during the winter of 
1876-77 served as the Washing- 
ton correspondent of the New 
York Sun. 

In 1878 he purchased the St. 
Louis Dispatch and the St. Louis 
Post, united the two journals, and 
in a few years made the Post- 
Dispatch one of the most promi- 
nent and successful publications 
in the West. 

In 1880 he was a delegate to the 
Democratic National Convention, 
where he aided in drafting the 
platform adopted. 

In the summer of 1883 he pur- 
chased the New York World, 
then a journal of small circula- 
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tion and uncertain profits, and by 
discreet and forceful management 
soon made it the most widely- 
read newspaper published in New 
York City. 

In 1890 he erected on Park Row 
one of the most costly and striking 
newspaper structures in the 
United States, opening it with ap- 
propriate ceremonies in 1891. 

In 1884 he was elected to Con 
gress as a Democrat from the 
Ninth District of New York, but 
soon resigned his seat. 

Mr. Pulitzer is afflicted with an 
affection of the eyes, and spends 
considerable time in Europe, un- 
dergoing treatment by eminent 
specialists. 

He is a man of extraordinary 
energy and executive ability, ac- 
curate in gauging the demands of 
the reading public, and prompt to 
perceive and utilize the talents of 
others. He is distinguished for 
his generous treatment of his sub- 
ordinates, for his modesty and 
good sense.—Publishers’ Guide. 


APPEAL TO 
“T don’t know these 
They seem to feel but I 
never worn 4's.” 
“These are not 


> 
PATRIOTISM 
shoes 
have 


about 
all right, 
No. 4, 


ma’am. They 


are our expansion No. 3 size. 
“Tl take them.”’—Montgomery 
(Ala.) Advertiser. 
—_ -, 





The Knowing 


Girl Knows 


Whitman’s 


Chocolates and Confections 


to be most Saintily made 
mptingly box 
w MITMAN" 8 INSTANTANEOUS CHOCOLATE 


. most deliciously flavored, 
(ed. Id ev 


STEPHEN F WIITMAN & SON, 1316 Chestout St., Mbilada., Pa. 





IN THIS CASE THE SMILING FACE SEEMS TO 
GIVE AN ATTRACTIVE AIR OF LIFE TO THE 
ADVERTISEMENT. 
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Philadelphia 
Evening 


The 
Bulletin’s 


Steady Growth. 
Average Circulation j 13, 5 890 


for August 
COPIES PER DAY- 


110,777 


COPIES PER DAY. 


Average Circulation 


for September 





The BULLETIN’S circulation figures do not include 
damaged or unsold copies. 











The following statement shows the actual circulation of THE 





BuLLETIN for each day in the month of September, 1899: 
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Average for September 


116,777 copies per day. 
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or unsold copies. 


BULLETIN’s circulation figures do not include damaged 


WILLIAM L. McLEAN, Publisher. 
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TWO PRECEDENTS. 
By Hollis Corbin. 


Dr. John Wilson Gibbs, in an 
interview published in PriNTERS’ 
Ink, August 30th, says: 

“However good an article is it 
must be advertised. I would ad- 
vise no one without large capital 
to enter upon such a venture. I 
put out $31,000 before I took in 
one dollar, and always had a good 
bank account back of me, or I 
could not have undertaken it.” 

H. L. Kramer, in in interview 
published in Printers’ INK, Sep- 
tember 20th, says: 

“T luckily did not begin under 
the disadvantage of having a big 
bundle of money to blow in, and 
had to begin with nothing and de- 
pend upon my advertising wits to 
acquire something.” 

As the goods which these two 
successful men are _ selling are 
very much alike from an advertis- 
ing standpoint, the exceedingly 
sharp contrast between their con- 
victions as to beginners’ requi- 
sites is both remarkable and in- 
structive. 

I believe that Mr. Kramer would 
have failed had he begun with 
too much money, and I believe 
that Dr. Gibbs would have failed 
had he begun with too little 
money. 

These men’s experiences prove 
that it is folly to rely largely upon 
precedent; that success does not 
depend so much upon the course 


taken as upon the manner in 
which the advertiser carries out 
the course; that, in short, “if 


there’s a will there’s a way.” 

A. T. Stewart built up a great 
business. It went down under 
Henry Hilton’s management. It 
was rebuilt under John Wanama- 
ker’s management. 

The fact that it was rebuilt 
proves that the field for the busi- 
ness remained unimpaired. 

It is probable that Mr. Hilton 
relied largely upon precedent in 
many cases where decided innova- 
tions would have been far better. 
It is certain that Mr. Hilton was 
pretty thoroughly acquainted with 
Mr. Stewart’s business and meth- 
ods and that he knew of a gilt- 
edged precedent in most cases 


PRINTERS’ INK. 





when he had large problems to 
solve. 

All of these facts should make 
the beginner see the wisdom of 
total reliance upon his own judg- 
ment so far as the whole general 
management of his business, ad- 
vertising included, is concerned. 

He may need a _ specialist to 
write his advertisements, an artist 
to illustrate them, an agency to 
place them to the best advantage, 
an expert to help him formulate 
plans, etc., but his own individual 
judgment must be used to decide 
whether or not he is on the right 
track in all respects; whether the 
writer's work and the artist’s 
work and the expert’s advice are 
all in harmony; whether or not 
the expert’s advice is on a parity 
with the capital at hand; whether 
or not his counselors are qualified 
to assist him in the way he needs 
to be assisted. 

To sum it up, the beginner, as 
well as the experienced adver- 
tiser, must have ideas of his own 
and an abundance of confidence 
in his own judgment. 

—_ aaa 
A DISTINCTION WITH A _ DIF- 
FERENCE. 

The wide-awake advertiser keeps 
track of what other fellows are doing 
in his line, but it does not necessarily 
follow that he immediately goes and 
does likewise.— Agricultural Adver- 
tising, Chicago , 
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FOR SPORTING GOODS. 
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With an Exclusive 
Territory s 


A I D il 
The Des Moines Daily News is able to sub- 
stantiate the claim that it covers the great and 
wealthy State of Iowa more completely than any other 
State in the Union is covered by a single medium, 
For four years past the Daily News has been sent to 
mail subscribers for one dollar a year. This unheard 
of price for a first-class daily with the Associated 
Press dispatches and all the features of a modern 
metropolitan journal has given the Daily News 
practically exclusive control of the territory as a 
market for daily newspapers. It has driven out the 
Chicago papers as competitors for Iowa circulation 
and has centered the Iowa mail order trade in Des 


bined have a less circulation than the Daily News 
alone, no one of them being able to prove 10,c0o paid 
circulation, although one of them falsely claims more 
than that number. 

If you could find such a medium as the Des 
Moines Daily News in each State and Territory in the 
Union, the problem of covering the country with a 
moderate appropriation would be solved. 

Display space in the Daily News is sold at the 
flat rate of four cents per agate line ( fifty-six cents per 
inch ) whether you order ten lines or ten thousand. 

Want advertisements, one cent a word for each 
insertion; no insertion for less than ten cents. 

Gross circulation, over 26,000; of which over 
24,000 is guaranteed as bona fide paid circulation by 
the Advertisers’ Guarantee Co. of Chicago. 





: Moines. The three other Des Moines dailies com- 
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THE EXCHANGE COPY. 


A correspondent of PRINTERS’ 
Ink sends the following brief for 
the value of the exchange and 
complimentary copy as an adver- 
tising medium: 

“Many papers that appear to be 
anxious about net circulations de- 
duct from their gross output all 
‘complimentaries’ and ‘exchanges.’ 
To show good reason for doing 
this they should prove such circu- 
lation valueless. To prove such 
circulation valueless we have to 
assume one of two things—either 
that these copies are not opened 
and read, or that, if they are, the 
people who read them cannot be 
influenced by the advertising they 
see therein. 

“Take up the first objection. Is 
it not a fact that over go per cent 
of exchange newspapers and mag- 
azines are not only read, but read 
carefully by the editors and regu- 
larly appointed readers, whose 
business it is to wield the scissors ? 
Is it not also a fact that the in- 
stinct of what we may call ‘profes- 
sional jealousy’ impels the ex- 
change editor to see just how 
much and what kind of advertis- 
ing theother fellow has got? From 
my own experience I would haz- 
ard the opinion that there is at 
least as big a percentage of ‘ex- 
changes’ read as of the regular is- 
sue. And what about compliment- 
aries—copies that are sent gratu- 
itously to certain people? Because 
a few copies are refused and a few 
more are left unopened or thrown 
in the waste basket, does that im- 
ply that the whole issue of compli- 
mentaries, or even a greater part, 
is wasted? Not by a long shot! 
There’s a lot of poppycock talk 


about a man appreciating more 
what he pays for than what he 
gets free, but the statement is 


not borne out by facts. It is true 
that the inherent value of a paper 
may induce a man to buy it, but is 
it not also true that if it have that 
inherent value he will think just 
as much of the paper if it be a 
free gift? The inherent value de- 
termines whether he reads it or 
not; whether he pays for it or 
gets it free does not matter at all! 
“Now, then, if we grant that ex- 
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change editors and even ‘dead- 
heads’ do, in large proportions, 
read these papers, why are they 
not just as susceptible to the in- 
fluence of an ad as other mortals, 
or why should they not be as sus- 
ceptible to the ad when they see 
it in that particular paper as when 
they see it in any other? News- 
paper men need most of the things 
thatother mortals need ; deadheads 
need them too, and the fact that a 
man doesn’t pay for his paper is 
no argument that he has not 
money wherewith to buy other 
things if he should need them. 

“T consider free copies and ex- 
change copies legitimate circula- 
tion, however much you gentlemen 
may differ from me. A few vain- 
glorious and hypocritical publish 
ers have set an example by ‘de- 
ducting’ from their sworn circu- 
lation figures the number of ‘ex- 
changes’ and ‘complimentaries.’ 
This voluntary act, of course, gave 
the green advertiser great faith 


in the remaining circulation, how- 
ever inflated or fraudulent 
may happen to be.’ 


ILLUSTRATED TESTIMONIAL. 


that 





TO THE CONSOLIDATED SHOE CO.: GENTLE 
MEN—I HAVE BEEN WEARING YOUR SHOES FOR 
SOME TIME AND CAN SAFELY SAY THAT THEY 
COVER THE GROUND, YOURS TRULY, 

A. FOOTE. 
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The Evening Wisconsin. 


DURING THE YEAR 1898 


Had Contracts for Advertising With the Following 
National Advertisers : 


Ayer & Co. 

Apenta Water 
Apollinaris Water 
Anheuser-Busch Beer 
Angostura Bitters 

Baker’s Cocoa 

Benson’s Plasters 

Battle Ax Plug 

Borden’s Condensed Milk 
Berlitz Schools 

Buffalo Lithia Water 
Booth’s Hyomei 

Brown’s Troc hes 

Bromo Quinine 
leecham's Pills 

Columbia Bicycles 
California Fig Syrup 
Cuticura Remedies 
Castoria 

Chamberlain Med. Co. 
Carter’s Pills 

Dr. Lyon’s Tooth Powder 
Dr. R. V. Pierce 

D. VM. Ferry & Co. 
Duffy’s Malt Whisky 
Dodd’s Med. Co. 

Dent’s Toothache Gum 
Dr. Bull’s Cough Syrup 
Ely’s Cream Balm 

Earl & Wilson 

Erie Med. Co. 

Frank Leslie Pub. House 
Harper & Bros. 

Hood’s Sarsaparilla 
Humphrey Medicine Co. 
Hostetter & Co. 

Holland Am. Line 
Hamburg Am. Line 
Herculean Oil Co. 
ITorsford’s Acid Phosphate 


HORACE M. FORD, 


ROOMS 1206-7, 
112 Dearborn Street, 


Western Representative. CHICAGO. 


Hire’s Root Beer 
Hunyadi Janos 

Ivory Soap 

Jenness Miller 
Kingsford's Starch 
Ladies’ Home Journal 
Lydia Piakham Co. 
Lehigh Valley R.R. 

Lea & Perrin’s Sauce 
Liebig Extract of Beef 
McClure’s Magazine 
Munyon’s Remedies 
Mumm’s Extra Dry 
National Liscuit Co, 

Old Crow Whisky 

Pyle’s Pearline 

Pyramid Drug Co. 
Postum Cereal 

Paine’s Celery Compound 
Parker’s Hair Balsam 
Peruna 

Piso Co. 

Pall Mall Electric Asso. 
Pond’s Extract Co. 

Pink Pills 

Price Baking Powder Co. 
Ripans Tabules 

Royal Baking Powder Co. 
Sapolio 

Scribner’s Magazine 
Scott’s Emulsion 

Stuart’s Tablets 

Sanden Electric Belt 
The Goodyear Co. 

Trix Co. 

Thompson & Taylor Spice Co. 
Winslow’s Soothing Syrup 
Warner’s Safe Remedies 
Woodbury’s Derm. Inst. 
Youth’s Companion 


| CHAS. H. EDDY, 
10 Spruce Street, 
NEW YORK. 


Eastern Representative. 
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THE BILLPOSTER’S HAM- 
MER. 
Among the varieties of ham- 


mers made is the billposter’s ham- 
mer, with its magnetized head, 
and long, jointed handle, with the 
aid of which bills and cards may 
be tacked up in conspicuous 
places. Magnetized hammers in 
some form have been used for 
many years, and billposters have 
sometimes themselves temporarily 
magnetized a hammer so that it 
would hold a tack. But the mod- 
ern, up-to-date billposter’s ham- 
mer carries a horseshoe magnet in 
its head. 

That end of the head which in 
a claw hammer would be the claw 
end is in this hammer fashioned 
into a magnet, but with the arms 
so close together and so shaped, 
that, except upon inspection, their 
purpose might not be noticed. 
Running down to a narrow flat 
face across the ends of the arms, 
this part looks simply like the ta- 
pering upper part of a shapely 
hammer head. 

The billposter’s hammer is made 
of cast steel in two sizes, five 
ounce and eight ounce. It is fit- 
ted with a _ handle twenty-four 
inches in length, to which sections 
may be added. A two-section han- 
dle is thirty-six inches long, a 
three-section handle, which is the 
longest commonly made, though 
more sections may be added, is 
forty-eight inches. The handle is 
of hickory and the joints are 
rickle-plated, as is also the ham- 
mer head, and it makes a hand- 
some implement. 

Attached to the handle of the 
hammer is a movable card holder 
to carry up and support the card 
to be tacked up. Attached to the 
side of the hammer head is a sim- 
ple little contrivance to hold a 
‘single tack, which is held in it 
with its head against the side of 
the hammer head; the point of the 
tack, projecting from the hammer 
head, is thrust through the bill or 
card to be carried up. With the 
hammer behind it for a weight this 
tack is driven wherever it may be 
desired to put it, and the hammer 
may be easily drawn away from 
it. This tack serves to hold the 





bill or card up until it can be se- 
curely tacked there. 

In using the hammer in the or- 
dinary way, a tack is placed with 
its flat top against the smooth flat 
end or point of the hammer head, 
where the magnet holds it, from 
which, of course, it projects, point 
outward, in line with the hammer 
head. It can be driven wherever 
it is possible to reach with the 
handle. The first blow, with the 
tack sticking to the kammer, may 
be sufficient to drive the tack in 
as far as necessary; if more blows 
are required, the broader hammer 
end is used. 

Billposters’ hammers are used 
in city and country, but most com- 
monly on the road by billposters 
and other traveling men who have 
occasion to put up cards. With 
such a hammer, bills or cards can 
be tacked up high anywhere in 
stores or hotel offices, or other 
public places, or on buildings, or 
wherever they might be conspicu- 
ous, without the necessity of car- 
rying alout a ladder; and between 
times the handle can be unjointed 
and the hammer carried handily 
in the pocket—New York Sun. 
STORES. 
that can 
means 
store. 
name 
Select 
Do 


—-+-+ 
NAMES FOR 
firm name is one 
remembered, by all 

the the 


If your 
be easily 
use it for 
Otherwise adopt an appropriate 

one that fits your business. 
a short and euphonious name. 
not call your store the “‘Leader’’ when 
you know that there is another store 
better entitled to it. But whatever 
name you choose to use, stick to it. 
If you give your store a different 
name than the firm name, use always 
the given name and not the firm name. 


name of 





It will confuse the public to try and 

have them remember more than one 

name of a store.—Shoe Retailer. 
IN CYCLE ADS. 

At this time of the year a dash of 
autumn should be injected into cycle 
ads. The clear, bracing air, the glori- 
ous red and gold of the forest, the 
healthful glow of the cheeks and the 
tingling of the blood in the veins are 


subjects that might be touched on and 
that would convey a suggestion of the 
joys of autumnal cycling. The short- 
ening days should suggest also the wis- 
dom of displaying and _ advertising 
hicycle lamps and oil and carbide and 
other sundries.—Bicycling World. 
PSE RS: A 

Tr a widely circulated newspaper en- 
ters the territory it is desired to reach, 
no other method can compete with it in 
securing publicity at the lowest cost. 
Press and Printer. 
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/t has been said that it takes a rich man to draw a 
check, a horse to draw a cart, a pretty girl to draw 
attention, a toper to drawa cork, a free /unch to draw 
a crowd, and an advertisement in the home paper 
to draw trade. 


THE BANNER 


is the home paper of Nashville, 
Tennessee, and continues to 
draw more trade for its adver- 








tisers than any other paper 
published in its field. THE 
BANNER’S sworn circulation 
exceeds 15,000 daily, and 
advertisements are accepted 
with the guarantee that its 
circulation is larger than the 
combined issues of all other 


dailies published in Middle 














‘Tennessee. 
New YORK OFFICE, THE BANNER, 
150 NASSAU ST. NASHVILLE, TENN, 
Ss. S. VREELAND, E. M. FOSTER, 
REPRESENTATIVE. BUSINESS MGR, 
NTR RE tay eee ee 














ARKANS AS D DAILIES. 


Three dz nily papers are credited 
in the American Newspaper Di 
rectory for 1899, September edi- 
tion, with averages of over one 
thousand copies. These are the 
Little Rock Arkansas Gazette, Ar- 
kansas Democrat and the .Fort 
Smith News-Record. The Little 
Rock Gazette leads in Arkansas 
with a rating of exceeding 2,250 
circulation. It had its highest rat- 
ing in 1895, when the publishers 
reported a minimum daily issue 
cf 5,100. No report was made to 
the Directory for the years 1896, 
1897 or 1808. The latest circula- 
tion rating, indicating exceeding 
2,250 daily average issue, would 
seem to be more satisfactory to 
the publishers than a statement of 
actual issues in plain figures. The 
Little Rock Arkansas Demo- 
crat rating in the American News- 
paper Directory has varied from 
exceeding 2,250 in 1891 to about 
1,000 in 1895. It was given an X 
rating in 1896, a circumstance that 
is explained as indicating that a 
communication from the paper in 
answer to an application for a re- 
vision or correction of the circula 
tion rating accorded to it produced 
the impression that it would not 
be satisfied with any rating the 
editor of the Directory would be 
justified in according it. It is a 
good paper as papers go in Arkan 
sas, and probably prints an edition 
nearly as large as that of the 
Gasette. The Fort Smith News- 
Record had a rating in 1895 esti- 
mated less than 1,000. The pub 
lishers’ detailed statement for 
1807 indicated an actual daily av- 
erage issue of 1,376, and that for 
a year ending with March, 1898, 
of 1,499. No later report having 
been received from the publishers, 
ts issue is supposed to have fallen 
off somewhat. 

CORRECT. 

There is no better way of awaken 
ing public interest and securing public 
patronage than giving people the facts 
about the ingredients and methods of 
manufacture of the goods.—Bates’ 
Criticisms. 

ca oa 

GREAT stores owe their growth to advertis- 
ing—to the diffusion of store news, for of what 
use were the finest store and the bigge st bargain 


if people knew nothing of it?—Chicago Ap- 
parel Gazette, 
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INK. 
ARIZONA DAILIES. 


Two. daily papers in Arizona 
are credited in the American 
Newspaper Directory for 1899, 
September issue, with an average 
issue of exceeding 1,000 copies 
These are the Phoenix Arizona 
Republican and Arizona Herald. 
The Arizona Republican Was ac 
corded a rating of less than 1,000 
in 1895, but the publishers made 
a statement for 1896, which 
showed an average of 2,121 for the 
year. No circulation report was 
made for 1897, but the publishers’ 
statement for 1808, indicated 3,885 
daily issue, which is by far the 
largest circulation ever accorded 
by the Directory to an Arizona 
daily. The sfrizona Herald has 
been accorded a rating of less than 
1,000 copies up to 1896. The pub- 
lishers made a statement for the 
first part of 1897, showing an ay 
erage issue of 2,880 for a period 
of six months. Information for 
1898 has not been forthcoming, a 
fact going to show that the rating 
in the Directory crediting it with 
exceeding 1,000 regular issues is 
more satisfactory to the publishers 
than making public the exact fig- 
ures would be. 
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THE ROCKFORD CEDAR 
MOTH PROOF CHEST 


Made of aromatic Cedar woods and 
wood fiber combined Lighter 
weight, safer and better than 
Trunks, Cedar Chests or Closets 
Costs one-fourth as much. A natur- 
al luxury. Air tight—Moth proof. 


SAVES FINE py AND WINTER CLOTHING, 
FURS, WOOLENS, Etc. 


Moths alone destroy garments cost- 
ing millions of dollars every year. 
Our chests impart the 

DELICATE FRAGRANCE OF CEDAR EVERGREEN 
No Moths, Dust, Dirt or Trouble. No 
rank smells or ruined clothing Sizes 36 
inches to 48 inches long in stock. Any 

nade to “order Bc age sem free. 

Manutac tured exclusively by 

ROCKFORD SCREEN AND BOX COMPANY 

16 Forbes Street, Rockford, Ills. 











AN ANNOUNCE 





ENT THAT STOOD OUT 
BOLDLY ON THE PAGE FROM WHICH IT WAS 
CLIPPED. 

















































ADVERTISING A HIGH- 
CLASS JEWELRY STORE. 
By John C. Graham. 


\ll New Yorkers are more or 
less familiar with the newspaper 
advertisements of Casperfeld & 
Cleveland, 144 Bowery. The lo- 
cality is not one where we would 
expect to find a first-class jewelry 
store, and yet the writer calls to 
mind that it was not so very long 
ago since another prominent 
jewelry house—J. H. Johnston & 
Son—moved out of the same thor- 
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‘You must know that it is a 
pretty hard thing to build up a 
business of this kind—a high-class 
jewelry store, that has to depend 
altogether on callers for custom- 
ers, for we do no mail order busi- 
ness. It is, I believe, only our 
persistent pertinacity that has 
built up the business to what it is 
to-day. There is no jewelry firm 
in the city that does anything like 
the advertising we do—that is, 
not regular ‘ all-the-year-round’ 
advertising, as ours is. We have 
continued it, from year to year, 














= 


Casperfeld 3 Cleveland, 


j On North Side of Street.1 144 Bowery, (Near Grand St.“L” Station, 


Our mail order tus‘ness is constantly increasing. The large number of com- 
mendatory letters received daily from out-of-town customers is indeed gratifying. 
Your wants wilf be as carefully attended to as if you were present. Diamonds 

bought of us may ke returned, less 5 per cent., when so stipulated in bill of sale. 











Ten pure white 


Belcher Ring, % 


carat pure 
whit > diamond $35 


snappy dia- 


cir” $55 











King Ring, 1% carat, 


pure white gem, varats, 
beautiful design, $45 strstr te $105 


\IT7, 





AN 


Eardrops, 
snowy white, 2 


Engagement Ring, 
Tiffany setting, - 


: dia- 
Imond.:....-. $29 











Ladies’ 
ment.. 


FPO OO eee were eee eesee eeeeee 


extra charge for engraving. 





Gentlemen’s Watch, Hunting case, sulid 14 carat go'd through- 2 
out, genuine Waltham or Elgin movement, warranted for 5 years.... 5 


Watch, solid gold throughout, genuine American move- 


Solid Gold Seamless Wedding Rings, 4 and 18 carat, our specialty. No 


SEND FOR CATALOGUE. 


$10 


Pore eee eeeeeerrerery 





oughfare to the aristocratic region 
of Union square. 

I called in the other day to have 
a little advertising talk with Mr. 
Casperfeld and I found his con- 
versation on the subject very in- 
teresting. 

“TI suppose we have Leen adver- 
tising in the New York papers 
for the past twenty-five or thirty 
years,” he said. ‘* We have kept 
steadily at it, and, in fact, have 
increased our appropriation an- 
nually. We have used most of the 


metropolitan papers, and the ads 
have varied in size from a hundred 
lines to a half page, according to 
the season.” 





not because we thought that it was 
bringing us a vast amount of 
trade, but because we knew that, 
after once commencing advertis- 
ing, it is dangerous—almost sui- 
cidal—to _ stop. Now suppose 
that, after we had advertised for 
ten years in the New York papers 
at a cost of many thousands of 
dollars a year we suddenly decide 
to stop for a year or two. Sup- 
posing the advertisements were 
only bringing us a little business, 
and that, when we stopped adver- 
tising, the little business stopped, 
which it would surely do, what 
would become of our original in- 
vestment in publicity? It would 
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be all lost then, would it not? If 
advertising is an investment it 
must be a continuous one to be 
successful. Every year’s expendi- 
ture in publicity does the adver- 
tiser some good, and that good ac- 
cumulates as the years roll on. 
There's another thing that perhaps 
outsiders do not dream of in con- 
nection with this business—the 
classes to appeal to in the advertis- 
ing. It is a singular fact that not 
one in a dozen buyers of jewelry 
ever buy for themselves. Maybe 
you never thought of that, but it 
is true. Eleven out of twelve of 
our customers come to buy pres- 
ents—birthday, wedding, or some 
souvenir gifts to friends or rela- 
tives. This is not true of men 
alone but of the fair sex also. 
Consequently, in our ads we do 
not have to appeal to the personal 
wants of the reader, but rather to 
dwell on the appropriateness of 
various articles as gifts for special 
or particular occasions. In order 
to do this most effectively we use 
cuts of the articles advertised, and 
this is more particularly true 
around the holidays when every- 
body is thinking of present-giving. 
Perhaps ours is the only line of 
business in the world where the 
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purchaser does not buy for him- 
self.” 
“What other mediums do you 


use for advertising besides the 
newspapers, Mr. Casperfeld?” 
“No other. Our whole faith 


is placed in the newspapers, and I 
don’t really think any other me- 
diums would pay us. I believe 
the daily press furnishes the most 
dignified, as well as the most prof- 
itable medium, ind it would not 
pay us to use any medium that 
was not dignified, in spite of the 
fact that we are located on the 
Bowery.” 

“Don’t you find the latter fact 
an injury to your trade?” 

“Not at all. You must remem- 
ber that we have always been here, 
and a great many monied visitors 








to New York come to see the 
Bowery.” 
- 
SPEAKS FOR ITSELF. 

Wholesale Agent—We have _ just 
what you want, an article of great 
merit. It speaks for itself. 

Customer—What is it? 

Wholesale Agent—Our _ four-dollar 


panes Radford (Chicago) Re- 
ViCwW. ee 

To ADVERTISE judiciously aoenth the me- 
dium of some good paper having a good cireu- 
lation is always a good investment.—R&. Van 
Zandt. 














Make up your mind not.to be a drone all your life 
the bard work while othera reap the reward. 
of the profession. 
pare to fill it, 


Command a 


PLAN YOUR’ 


You have abully 
If you like the work you are doing, qualify yourself to rise to the t 
If you are not suited to it, select the occupation for which you have the greatest liking, and pe 
You do not have to leave home, present work and salary until you are qualified to 





There is no reason why you should do a 


Good Salary. 


There must be some work for which you are especially adapted. We guarantee to make youa Mechanical or 
Architectural Draughteman; to qualify you for Electrical, Steam, or Civil Engineering; to give 
you a complete technical education in Telephony, Refrigeration, Architecture, Mining, Surveying, 
Pidmbing, Heating and Ventilation, Chemistry, Book-keeping, and Stenography BY MAIL. 


There are no classes, No useless study 

of a competent instructor, success being assured. 
Established 1891. 

We can refer to a student in your neighborhood 


Every student works individually at home under the personal direction 
Our terms of payment are within the reach of every one 
105,000 students and graduates, 


Capital $1,500,000. 


Write and tell us what profession you wish to enter. 


“THE INTERNATIONAL CORRESPONDENCE SCHOOLS, Box 922, SCRANTON, PA. 








EYE-ATTKACTING, 
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WESTERN NEW YORK 
ADVERTISING 


is most economically and effectively done in 
the columns of the 


Buffalo Courier »» 
Buffalo Enquirer 


with a combined daily circulation of 


Over 85,000 Guaranteed 


Rates per thousand circulation are much 
lower than in anyother mediums in that section, 
and these papers go into the hands of the 
people of moderate means, invariably the best 
buyers of advertised goods. 

The Courzer alone (published every morn- 
ing) has a paid distribution greater by many 
thousands than any other morning daily in 
the State outside of Manhattan Island. 





J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


Tribune Bldg., New York. Boyce Building, Chicago. 











FROM 


AN ADMIRER. 
Office of 
Liguor Trapes’ Review.” 
New York, Sept. 28, 1899. 
Editor of Printers’ INK: 
We inclose some matter 
week’s Liquor Trades’ 
will be of interest to 
We take this 
PRINTERS’ INK 
of absorbing interest to us, and has 
been for years. It is a veritable gold 
mine for the average publisher and ad- 
vertiser, who can get more points out 
of one issue of Printers’ Ink than 
they can out of all other such mediums. 
rhe merchant who advertises, and the 
publisher looking for business, ought 
to make it a point to read every page 
of Printers’ Ink weekly. As you will 
see we are fond of quoting PRINTERS 
Ink, and if trade and other publica- 
tions quoted more matter from [PrRtnt- 
Eks’ INK we believe it would result in 
securing a more thorough interest in 
good advertising as a money maker for 
those who will employ it intelligently. 
very truly, 
Traves’ REVIEW, 
Morgan, Mgr. 


“THE 


from last 
Review, which 
you. 
opportunity of 
that the little 


telling 
book 1s 


Tours 


Tue Ligvor 





— 
STATISTICS WANTED. 





7 Irving Avenue, 
PROVIDE nce, R. 1., Oct. 1, 1899. 
Editor of Printers’ INK: 
rom. various sources I have com- 
piled the following table of newspaper 


Statistics: 

Number of newspapers in 
in the United States in 
in 1783, 43 papers; in 
in 1828, 85 papers; in 1840, 1,631 
papers; in 1850, 2 » papers; in 1860, 
4,051 papers; in 1870, 5,871 papers; in 
1880, 1.314 papers; in 1890, 16,948 
papers; in 1899, 21,261 papers. Can 
any of Printers’ Ink’s readers fill in 
the gap between 1783 and 1810? The 
table will be much more instructive if 
complete. Very truly yours, 

S. A. SHERMAN, 





existence 
38 papers; 








1810, 359 papers; 








- ~~? 
THE TWO LOVERS. 

PuiLapetpuia, Pa., Oct. 4, 
Editor of Printers’ INK: 

I'll tell you something: 

If there are two chaps calling on a 
girl every Sunday night, and the girl 
likes *em both, the one who is going 
to win in the race is he who calls, not 
alone on Sunday night, but also on 
Tuesday and Thursday night! 

{ don’t happen to know an 
tiser in a weekly paper 
other equally strong, who is in every 
day of the week. Do you? 

Ciirton S. Wapy. 


ABOUT THE 2 NEW YORK 
he RN 
Office y 

Tue R. T. Boorn Company, 
Hyomer BuiILpina, 
Itnaca, N. Y., Oct. 2, 

Editor of PRINTERS’ Inn: 
Will you kindly inform me 
your judgment is the best 
newspaper in the country? 
yours, Tue R. T. 


1899. 


adver- 
outdoing an- 


HOW 


1899. 


what in 

advertised 
Very truly 
Co. 


Bootu 
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IRWIN INGENUITY. 
Irwin, Pa., Sept. 25, 

Editor of Printers’ INK: 
Wolkosky, the local  clothier, 
fifteen yards of cloth and 
of pantaloons. He stuffed 
cotton and placed them in 
window, reaching from the 
bottom. On the trousers he has a card 
which reads: “As Big As Our Bar- 
gains.” What do you think of this? 

\ 


G. 
LADY 


1899. 


took 
made a pair 
them with 
his show 
top to the 


ee 

SALESMEN. 

Toronto, Sey 27, 1899. 

Editor of Printers’ INK: 

1 am a reader of PRINTERS’ 
would like to have your opinion as to 
the best journal for lady salesmen be- 
hind a notion counter. Yours truly, 
W. A. ALLAN 

44 Shutter St. 


ee 
ADVERTISEMENT. 


FOR 





Ink and 


A GREAT. 

















The Chicago assessors fixed the value 
of the personal property of Armour & 
Co. at $2,000, , and then the firm 
sent a represe1 ve to the assessors 
and asked them to raise the valuation 
to $3,500,000. The \ an honest 
one at any rate, anc ly the firm 
did not over value the effect of the act 
as an advertisement upon their business 
and standing. They are rich enough 
ty pay big. price for this The im 
pecunious young man of the income-tax 
period who reported an income, the 
tax upon which took the whole of his 
uctual income to pay, and succeeded 
thereby in winning the rich girl 
whose bank account he was in love with, 
was not wiser in his generation than 
the Armours.—New Haven (Ct.) Pal- 


ladium. 


Oe 
Success is the child of audacity.— 
D’ Israeli. 


A Very Grains Coury 


It would be esteemed by the 


Planters of Ceylon 


If you would send thirty-two 
cents (in stamps) to THE Cey- 
LON PLANTERS’ TEA Com- 
PAny, 20 East 21st Street, New 
York, for a trial packet of 
their inimitable Bhud Tea, 
guaranteed to brew sixty-two 
cups: Carriage will be prepaid. 

The late Sir Wm Jenner, 
Physician to the Queen, not 
‘only drank it at meal time, but took it in his 
carriage while on his round of consultations. It was 
his nightcap always. Sir William lived to be 83 

Mr. Gladstone never gave it up, and on his death- 
bed, at 86, took it as his last nourishment. Owing 
to its purity it is a wonderful specific in all com- 
plaints of the kidneys, liver, ana stomach, and 
recommended as the only safe stimulant in distress- 
ing maladies. 

n health or in illness it takes the place of all 
béverages, it charms the palate, refreshes the 
weary mind and body. 

Not much of a venture, sixty-two cups for thirty- 
two cents (one-half cent acup) We will take back 
the packet after trial and refund the thirty-two 
cents without demur on demand 








TISEMENT, 


A RATHER ATTRACTIVE MAGAZINE ADVER- 


HERE GREATLY REDUCED. 





han 


PRINTERS’ INK. 


LAUNDRY STORE CARDS. 
By John C. Graham. 


Does your wife wring your iene? 








Is it properly starched and effect- 
ively ironed, so as to give it a fine 
gloss? If not, bring it to us 

Clean lin 1en should be every man’s | 
pride. That is where we _ encour- 
age him. We turn out immaculate | 
Shirts, Collars and Cuffs. 

_——— 

We don’t “starch in” the dirt. | 
Every article is scrupulously washed | 
prior to any laundry work being | 
done. Note the whiteness of all 
work leaving our establishment. 

We don’t rely on chemicals that 
bring out dirt and_ destroy your | 
linen. We take as much care of | 
your goods as if they were our own. 


P drone titude is one of our virtues. 











If promise work at a certain time | 

you "will get the linen and not ex- | 

; cuses 

ae . ail 
Nothing is too dainty for us to 
handle. The costliest lace is as 
ong here while being cleaned as if 
you were superintending it your- 

a 

Cleanliness is next to godliness. 
There should be a church next door, 
so as to carry out the idea 





thoroughly. 





We want to make our good repu- 


tation better still by giving univer- 
sal satisfaction to our patrons. If | 
dissatisfied, tell us why. | 
L . i J 
If any other laundry is doing bet- | 
ter work than ours, please inform 
us of it. We want to keep the lead | 
| we have at all uazards. 


— - = ———— 





You ‘need not bring your work or 


| 








call for it unless you like. Our 
wagons call for and deliver work 
free of charge. 

If we damage any article in- 
trusted to our care there will be no 
need to sue us. We will settle as 
soon as the damage is satisfactorily 


explained. 
L — 








sence ‘i 
| Our prices are adjusted to the 
quality of our work. We pay good 
wages to good people for good work. 
And we have to eat something too. | 
anieomncnenmncall 





| “Tf 3 your work is not : done to your 

satisfaction we will do it over again 
without extra charge. The main 
thing with us is pleasing the cus- 
tomer. 
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[ The people we “employ are all ex 
pert laundryworkers, and they have 

the best of machinery and material 

at their disposal to insure the most 

excellent work. 

= J 


re all ex: | 


We make a permanent friend of 
every new customer. And _ their 
praise brings many of their friends. 





—_— 
FAMOUS SCOOPS. 

One of the most important factors in 
bringing about the present retrial of 
Captain Dreyfus at Rennes, was the 
startling publication of all the evidence 


given before the Court de Cassation by 
Le Figaro. According to newspaper 
parlance, this was a “scoop” of the first 


and well worth the perfunc- 
tory fine which was levied upon the 
publishers of the Figaro for their so 
called indiscretion. How the news 
leaked out in this case has not as yet 
been divulged. Sooner or later the 
secret is bound to become known within 
French newspaper circles, just as similar 
English and American. achievements 


magnitude, 


have become the common property of 
the editorial profession. One of the 
most famous English “‘scoops” is that 
which is supposed to have furnished 
George Meredith with the plot for his 
“Diana of the Crossways. In 1845, 
when all the agitation was going on 
over the corn laws, Sir Robert Peel, 
then prime minister, declared that he 
would stand fast by them. Yet at the 


beginning of December of that year the 
Times created a sensation by declaring 
that the government was about to bring 
in a bill for their repeal. verybody was 








astounded, and the feeling generally 
was that the statement was not true, and 
that the Times had been “had.” Yet 
the accuracy of the report was soon 
established, and then the question arose 
as to how the Times had found out. 


Few people ever knew. The night be 
fore the Times made its announcement, 
a cabinet council was held, and it was 
then actually decided to take the mo- 
mentous step. When the members of 
the government. separated, one of 
them, Mr. Sidney Herbert, went 
to dine with Mrs. Norton, a lady 
well known in society. The combination 
of a good dinner, excellent wine, and 
feminine beauty resulted in Mr. Herbert 
indiscreetly letting the secret slip from 
his lips. His companion made no re 
mark, but as soon as opportunity afford- 
ed she got into her carriage and drove 
to the Times office with the news. Five 
hundred pounds was the price demand- 
ed, and it was paid.—Collier’s Weekly. 
NAMES, 

One of the things to be considered when con- 
templating advertising a new article is the 
name. Manya meritorious product has been 
spoiled because of itsname. A name should 
be short, euphonious, and one that can be eas- 
ily acquired.— 7he — 


REACHES BOTH DEA DEALERS AND CON- 

Advertising “an ae goods out of the 
store will also put goods into the store. Gen- 
eral advertising will do both.—A dvertising 
Experience. 
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NOTES. 

A Kansas barber advertises: Whis- 
ers extracted without pain. 

A MicHIGcan peach grower adver- 
tises a variety as follows: “By his 
fruit ye shall know him.’ 

Batpwin, Knowrtton & Lake, a 
Memphis firm, advertise: If a mi an’s 
in love, that’s His business. If a Girl’s 
in Love that’s Her Business. If they 
get married, they want groceries; that’s 


our business! 


Tue manufacturers’ of Dewar’s 
Scotch Whisky advertise: Dewey and 
Dewar—a _ strong combination. Drink 
the gallant Admiral’s health in a “De- 
war Scotch High Ball. Like Dewey, 
it is the best. 

Simpson, Crawrorp & Simpson, of 
New York, have just issued a booklet 
in colors called “What She Wore; a 
Pictorial History of Woman’s Dress,” 
edited by E. Felix, of Paris. It is an 
interesting collection of women’s vani- 
ties in dress. 

Tue Farmers’ Advocate of Topeka, 
Kansas, a few weeks ago requested its 
readers to make known the needs of 
their several localities through the Ad- 
vocate’s columns, and as a result of this 
request is printing letters from all over 


describing openings for phy- 
blacksmiths and 
in line with 
building up 
—Agricultural 


the State, 
sicians, merchants, 
on. This department is 
the Advocate’s policy of 
and developing Kansas.- 
Advertising. 


so 


Tue Eugene Field Monument Sou- 
venir Fund, 180 Monroe street, Chi- 
cago, has for sale at $1 a copy, a col- 
lection of the most popular of Eugene 
Field’s poems, illustrated by famous 
American artists who have given their 
services free. The proceeds will be de- 
voted to raising a monument to “the 
poet of childhood” and to caring for 
his family. The book is well worth 


the one dollar, which will aid in making 
clear America’s appreciation of the poet 
whose name connotes love and sweet- 
ness. 

> — 
BELGIUM. 

Three years ago a movement was 
started in Belgium to improve the 
character of street signs. A com- 
petitive exhibition of designs was held, 
the king took an interest in the idea, 
and as a result a substantial change 
said to have been effected since then 
in the appearance of the city streets. 
Chicago (Ill.) Tribune. 


"IN 


is 


Classified Advertisements. 


Advertisements under this head two linesor more, 
without vo area 2scentsaline. Must be 
handed in one week in advance 


WANTS. 
ESIGNS. Steons black and white effects. Sam- 
ples sent. k. H. PFEIFFER, 239 B’way, N. Y. 
V TANTED—Successful advertising solicitor for 
the road. Re yore ciey ‘ica JOURNAL, 
P, O. Box 618, New York ¢ 
)RINTERS’ INK is not =a d with the paper 





it uses, and invites —— of better paper 
and prices. Address PRINTERS’ INK, New York. 


7 OUNG man, 4 years’ experience, now ad man 

on daily in Vestern city of 35,000, wants 

p position, in Minols or Indiana: Address 
x ”’ care Printers’ In 


PRINTERS’ INK. 


sition. J.S. 
edford, Mass. 
interest 
“MAG 


A RTIST, pen, ink, chalk, wants 
( YOUNG, 8 Hillman St., New 
YAPABLE man wanted to buy 

magazine and manage advertising. 

AZINE,” Printers’ Ink. 

xP. ERIENCED newspaper artist desires situ- 
ation on good newspaper; pen and ink or 

¢ sg be est of_references; specimens submitted. 
A. H.,” care Printers’ Ink. 


H Al F a (quality gus uranteed). one col. $1; 


in 





4, doz. wo col. $2; 4 doz. $10. Larg neers 
10¢. pe Ae + inch. Send good patos. BUCHER 
ENGRAVING CO., Columbus. O. 

DVERTISING solicitor on commission, or 
Fs aoe vagal and commission, for high-clas: 
me. Ue kly new ee ners ss, With partic 


ularsand ref’ » “SOL ’P. O. Box 1152, N. Y. 


( ) DER: tS for 5-line ad isements 4 weeks $10, 
in 125 Wisconsin newspapers : 100,000 circula- 
—— we . ly other Western weekly ape rs same 
alo ea on application. HICAGO 

NEW SPaP E Re UNION, 10 Spruce St., New York. 
This price pon Mang P RINTERS’ INK for one year. 











+o 
MAILING MACHINES. 


»AN-AMERICAN, Matchless Maiier, pat. Jul.’99. 
REV. ALEX. DICK, 43 Ferguson Ave., Buffalo. 
ter — 
SIGN A DVERTISING. 
GIG INS that sell goods. kind we 


The make. 
Samples free. RONE MOUS & CO. 


, Balto., Md. 
emcees 
Hz AL F- TONES. 
PETE ‘T copper half-tone s, |-col., $1; larger, 
10¢ perin. ARC ENGRAVING CO., Youngs- 
town, Ohio. 
————“+o>—___ 
SUPPLIES. 
‘HIS PAPER is printed with ink manufact- 
ared by the W. D. WILSON PRINTING INK 
Co., L’t’d. 13 Sprace St., New York. Special prices 
to cash buye 


a 
STEREOTYPE OUTFITS. 
QTEREOTY PE outfits $15 up; new method ; 
«. make your own cuts in white on black and 
Granotype, no etching. Send stamp. H. KAHRS, 

240 East 334 St , New York. 


+o>—___ 
NEWSPAPER INFORMATION. 


fo! latest newspaper information use the lat- 

est edition of the AMERICAN NEWSPAPER Dt- 
RECTORY, issued September 1, 1899. Price, five 
dollars. Sent free on receipt of price. GO, P. 
ROWELL & CO., 10 Spruce St., New York. 


FOR SALE. 








[ENVER, ” een City of the Rockies.” A 10 
year old family weekly doing fine ——— 
for sale, Yearly business $12.000 gross. Paid 





circulation averages about 8,000. Owner deep in 
other business, must sell. Fine field for energetic 
man to add much to business—acquaintance un 
necessary. Price $5,000 cash. For particulars ad- 
dress, P. O. Box 540, Denver, Colo. 








+o 
BUSI S CHANCES. 


NOOD Republican ~ weekly near New York, 
¥ $2,250. 9 miles away, $5,000. Many others. 
E. P. HARRIS, 150 Nassau St., New York. 


T° enterprising merchants—I have an idea, no 
hackneyed advertising scheme, but a brand 
new business proposition to increase your sales 
250 or more, weekly, without ‘additional outla: 
‘ull details sent for $1. CHARLES HAUGHEY 
SMALL, City Hall Building, Kansas City, Mo. 
> 


ADDRESSES AND ADDRESSING. 


‘ FRESH addresses, mail order 
280, 000 buyers, received in answer to ad- 
ve stineaneante, $1 pe 2 oo for a copy. Cash 
with order. H. K. WHITE, 127 East 23d St., N. Y. 


_ co without the best agents’ and can- 
vassers’ addresses when we can supply you 
anywhere, anytime. We also have several thou- 
sand of fresh mail order names for sale. Please 
write us. 8. M. BOWLES, Woodford City, Vt. 








PRINTERS’ INK 


LETTER BROKERS. 


ETTERS, all kinds, received from newspaper 
4 advertising, wanted and to let. What have 
you or what kind do you wish te hire of us? THE 


MEN OF LETTERS AS8S’N, 557 Greenwich St., N.Y. 
——___ +o 
BOOKS. 
A text- 


66yp seine A Country Newspaper.” 
book for newspaper makers and writers, 
By A.J.Munson. Subjects : The man, field, plant, 
paper, atid headings, circulation, adve’ rtising, 
daily, style, law. How to make a newsier, neater 
and better paying paper. ‘Mr. Munson under- 
stands his ‘subj ct thoroughly. The title is borne 
ou’ in every feature of the text.” Dowson De uily 
Globe. “ Full of value. The substance solid. 
Murat Halstead. * A clever book.”’—Newspaper 
Maker. * A clear and ot statement af suc- 
cess in newspaper makin —Fourth Estate 
Bound in buckram, $1 cetnata. THE DOMINION 
CO., Publisher, 328-334 Dearborn St., Chicago, 





———-+o 
NEW SPAPER B: \RGAINS. 


DANDY weekly in New York, $2,500 cash. 
va One for $2,000. 
Two well located weeklies in New England, 
$2,000 each—one-half cash 
A good daily in Tennesse: e, $7,500—one half cash. 
Two weeklies in Northern New F ngland (two 
plants, one owner, a monopoly of the territory); 
requires about $4, 500 cash. A great money mak- 
ing business 
Three great dailies in the West—Oregon, Wash- 
ington, Wisconsin. 
lowa Democratic weekly, $5,500—about one-half 
cash. Fine opportunity, 
A leading weekly in Michigan, 
Doing a splendid business 
Dailies and weeklies 1n_37 States. 
= cial list. 
’. F. DAVID, confidential broker in newspa- 
m. rs, Abington, Mass. 28 years’ experience e 





$41,000 cash. 


Send for my 





4 
ADVERTISING MEDIA 
( ‘Y ENERAL INFORMATION, Binghamton, N.Y. 
¥ 5c. line. Close Mth. Sample for stamp. 
4() WORDS, 5 times, 25 cents. KNTERPRISE, 
Broc cae, Mass. Circulation exceeds 6,000 
DVERTISERS’ GUIDE, Newmarket, N. 
Ps line. Cire’n 4,000. Close 24th. Sample ci 


GUNSHINE HERALD. 292 Graham St., Brooklyn 
& bb ee eS monthly household magazine 


NY person adve: rtising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


6 he ROCHESTER COURIER is a live wee kly, 
printing 1,700 papers each week, in a busy 

ean ot town of 9,000. COU RIER PUB 

LISHING CO., Rochester, New Hampshire. 


\ BOUT seven. eighths of the advertising done 
fails to be effective because it 1s placed in 

papers and at rates that give no more than one 

eighth of the value that might be had by placing 

the same advertising in other papers. If you 

have the right advertisement and put it in the 

right papers. eee age will pay Corre- 
spondence 





solicit Address T GEO. P 
ROWELL nly ADVE RTISING AGENCY, 10 fasuee St., 
vew 


to 


>) 


ADVERTISING NOVELTIES 
NOvEE its calendars. CHICAGO ENVELOPE 
4 CO., Buchanan, Mich. 
FuReEL .Y new line for 1900 now ready. Or- 
ders 4 fall delivery should be placed at 
THE WHITEHEAD & HOAG CO., Newark, 
Branches in all large cities. 
Fro DING 
folded. 
reasonable 1n price. 
MOREHOUSE, No.3 


|. On the purpose 









once 
N.J 


6x3 
“and 
E. 


mail 
Neat, 


card—9%x5% open, 5% 
handsome, compact 
a et us mail you sample. 

‘Mark St., Chicago. 











inviting announcements 
of Aavertising Noveliien, likely to benefit 
reader as well as advertiser, “4 lines will be in- 
sertea under this head once tor one dollar. 
WV ANTED— Advertising novelties and special- 
ties; manufacturers and importers reach 
direct through me. Correspondence 
CHAS. B. ATWATER, Springfield, Mass. 





the trade 
invited. 


Sa anal 
ADV. ERTISEME NT CONSTRUCTORS. 
M OSES & HELM, 111 Nassau St., N. ¥. 


\ HITE. 
Wash 

QNYDER & JOHNSON, Adv. 

‘ Chamber of Commerce, Chicago. 


C. V. WHITE, Burke Bldg., Seattle, 

Writers and Agts. 

Write. 

1 () ADS 50c, Printed. Any retail line. Get 
them, TAYLOR Z. RICHEY, Cannelton, Ind. 


PROFITABLE ad ae atte r written. Write CHAS. 
A. WOULFOLK, -Main St.,Louisville,Ky. 





( *RISP ads with neing flavor. MISS 
WOODLE, 6 Wall St., x Y. Telephone 3001 
Cortlandt. 


eo only writer of « xclusively medical and 
drug advertising. Advice or samples free. 
MANNING, South Bend, Ind. 


R YES Do you want them from your ad- 
vertising? My ads, catalogues, ete., are 

w ritten, illustrated and = we “di to bri ing results, 
ARKS, 432 Park Row Building, New 


Send me plenty of data 
write it and ¢ barge a 

I want your busines If yo 

will. BENJAMIN SHERROW. 
Philadelphia. 


ULYSSES &. 
SULTS! 


FAIX proposition. 

for an ad. 
If you _hke it, 
don’t—but you 
2152 N. 30th St., 


WELL written ad must be displayed properly, 
é and a properly displayed ad must have the 
proper matter to sell your goods. We do both. 
We edit your copy s it should be, and 
show proof. Five inches or le 288, $3.00; ten inches, 
$5.00. Electros of rnished at slight ad- 
ditional cost. L. FINK & SON, 59S. 4th St., Phila. 


B — ETS, ADVER TISEME NTS, CLRCULARS- 
Iam in a position to offer you better service 
in writing, designing and printing advertising 
matter of every description than any other man 
in the business. | make the fashion in typo- 
graphical display I have charge of the me- 
chanical department of PRINTERS’ INK. No other 
paper in the world is so much copied. My facil- 
ities are unsurpassed for turning out the com- 
plete job. If you wish to improve the tone and 
i ppearance of your advertising matter it will 
pay you to consult me. WM. JOHNSTON, Man- 
ager Printers’ Ink Press, 10 Spruce St,. New York 

















CALENDARS 


in calendars. 


apt to use them. 


Address 





are an old form of advertising used by some advertisers. 

It is a custom with them to supply their patrons each year with a calen- 
dar as a reminder of their ability to execute the work intrusted to them. 
Undoubtedly there are some readers of PRINTERS’ INK who believe 


The makers of calendars should find in PRINTERS’ INK a medium 
exactly suited to their purpose of introducing calendars to firms who are 


From such manufacturers an advertising contract is solicited. 
PRINTERS’ INK, to Spruce St., New York. 
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PRINTERS’ 


A JOURNAL FOR ADVERTISERS. 


INK. 


t@ Issued every Wednesday. Tencentsa copy 
Subscription price. five dollars a year, in advance 
Six dollars a Pandred No back numbers 

tr Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for 230, or alarger number at the same rate. 

¢3~ Publishers desiring to subscribe for PRINT- 
FERS’ INK for the benefit of advg. patrons may, on 
application, obtain special contidential terms. 

(# If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES ; 

Classified advertisements 25 cents a line: six 
words to the line ; pearl measure ; display 50 cents 
aline;  linesto the inch. $100a page. ~pecial 
position twenty five per cent additional, if grant 
ed ; discount, five per cent for cash with order. 

Oscar HerzBerc, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce STREET. 
Lonpon AGENT, F, W. Sears, 50-52 Ludgate 
Hill, E.G 


~NEW YORK, OCT. 1 Il, 


a. 





THE advertising writer who will 
work for almost nothing is rarely 
worth more than he costs. 


St. Lovis has an advertising 
agency composed of a father and 


his seven sons—the H. Kastor 
& Sons Advertising Company. 


The St. Louis Star recently 
lished a picture of the eight, 
they made a goodly crowd. 


Does the phrase, “Not made by 
a trust,” influence customers? 
Would a purchaser pay two cents 
more for an article because it 
was “not made by a trust” if he 
could purchase the one made by 
the trust at two cents less? 


pub- 
and 





A STERLING silver sugar bowl 
will shortly be awarded by Print- 
gers’ Ink, the Little School- 
master in the art of advertising, 
to the newspaper printed east of 
the Mississippi River, but outside 
the cities of New York and Chi- 
cago, that gives advertisers the 
best service in proportion to the 
price demanded. 





In Cuicaco, merchants who are 
arrested for using the United 
States flag for advertising pur- 
poses are contending that neither 
the city nor State can prohibit 
such use, the flag being a national 
emblem. If this contention should 
he allowed, it is probable that we 
shall soon have a national law on 
the subject. 


PRINTERS’ INK, 








ADVERTISING matter is of little 
account unless it gets into the 
hands of those for whom it is in- 
tended. A mailing list that is not 


up-to-date may cause the finest 
booklet to fail of results. 


& €, BLoom 


and retail 


& Co., wholesale 
opticians, of Denver, 
recently offered five dollars for 
the best idea submitted to them 
for a street car advertising card. 
Two hundred and eighty-nine an- 
swers were received within the 
month during which the contest 
ran, showing that it had awakened 
considerable interest. 


Tue Automobile Magazine, a 
three dollars a year monthly 
whose October issue is its first, is 
a periodical that appears to be 
worth some attention. It is pretty 
mechanically, and contains articles 
on all phases of automobile life 
and methods. The Little School 
master found it interesting 
throughout, but is led to wonder 
who are the people to whom it 
appeals and how many of thm 
there are. 

Mr. Joun Lee Manin, of the 
Chicago advertising agency ofthat 
name, relates that Mr. Frank 
Cooper, of Siegel, Cooper & Co., 
told him some years ago thz twhen 
Mr. Cooper ran a store at 2eoria 
he never asked the bank fer $10,- 
000 when he needed it, bit went 
through his stock, markel down 
things that ought to meve, and 
took a page in the papersand told 
the people about it and in three 
days he had his $10,000 


In Agricultural Advertising for 
September, Mr. T. W. Crosby, 
the advertising manag« of the N. 
K. Fairbank Compary of Phila- 
delphia, holds forth as follows: 

Newspaper space is a :ommodity just 
as 1s soap or sugar. I has a certain 
absolute value and th rate charged 
should be based on tlt. When you 
buy lumber or coal yu have to pay 
what it brings in the market, and not 
a price in accordance with the good 
you expect to get fron it. The news- 
paper that has one nate for hotel ad- 
vertising and another for patent medi- 
cines, and still anotler for publishing 


houses, is not serving its patrons in the 
right way. The avrage rate-card, at 
any rate, is a thins wonderful to be- 


hold. 
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“Jupp’s Jotty JorTtrncs” is a 
publication on the style of Boyce’s 
Hustler, gotten out by the adver- 
tising department of the Orange 
Judd Company, New York. It 
isn't as bright as Boyce’s effort, 
but will probably reach that state 
in time. 





“Tue Book Lover, a magazine 
of book lore, being a miscellany of 
curiously interesting and generally 
unknown facts about the world’s 
literature and literary people, now 
newly arranged with incidental di- 
vertisement, and all very delightful 
to read,” is the brief title of a new 
quarterly issued by W.E. Price, of 
1203 Market street, San Francisco, 
Cal., at $1 a year. Those who 
have read or examined D’Israeli’s 
“Curiositiesof Literature” or some 
of Wm. S. Walsh’s books, will 
know what the Book Lover is like 
when they are told it resembles 
these. The people who read the 
300k Lover will never be a nu- 
merous class perhaps, but that they 
will regard the magazine with un- 
usual affection, the Little School- 
master feels no hesitation in pre- 
dicting. 

In an interview in Agricultural 
Advertising, Mr. Jas. W. Wilson, 
editor of the National Rural, 
talks interestingly of the effect of 
trusts on advertising. Mr. Wil- 
son feels certain that a combina- 
tion will not advertise as largely 
as the aggregate of the several 
firms when they were separate 
and were compelled to -fight com- 
petition. He also points out that 
the tendency of monopoly is to 
discourage _—_ invention. Trusts, 
says he, “do not want new things 
and will buy up inventions and 
lay them upon their shelves, or 
crush out any concern attempting 
to exploit them, rather than go 
to the expense of making new 
patterns and models and remodel- 
ing machinery necessary to make 
the new designs. As is well 
known, such inventions are born 
of the necessities of competition, 
while introducing them is asource 
of revenue to the newspapers. In 
this way enterprise, which is the 
mainspring of advertising, is dis- 
couraged.” 


Tue kinetoscope is to be used in 
exploiting American products at 
the Paris Exposition, judging 
from the following clipping from 
the Riverside (Cal.) Press: 

If W. H. Mills is given swing 
enough, the Southern Pacific exhibit at 
the Paris exposition, of which he is to 
have charge, will eclipse the State dis- 
play. The Fresno papers report that 
he is arranging for a splendid display 
of the fruits of that county, and he is 
in favor of arranging a kinetoscope il- 
lustration of the raisin industry, 
showing by a series of pictures the 
various steps in the process of curing 
and packing. That would be a unique 
and interesting feature. And it should 


be supplemented by a similar illustra- 
tion of the orange industry. A kineto- 
scope display of these great industries 
of the State would be sui generis and 


would do some effective advertising at 
the great fair. 





Mayor Ricuarpsof Indianapolis 
issues the following unique an- 
nouncement of a new newspaper 
venture: 

To My Friends of the Press: 

I beg to announce my severance of 
my relations as manager and part owner 
of the Indiananolis News, and the as- 
sumption of like relations with the 
Indianapolis Press, which will issue as 
the necessary equipment can 
be placed. Equally associated with me 


soon as 





in o\..ership, in charge of the editorial 
direction, will be my long time part- 
ner, Mr. John Holliday, the founder of 
the Indianapolis News. It has been 
a favorite maxim with me, in many 
public addresses, that a great newspa- 
per can no more be established in a 
aecade than an oak tree can be grown 
in that time. But if the Indianapolis 
Press shall be founded full-fledged in 
a day, as is universally predicted, it 
will be no real exception to this maxim. 
It will not, in essentials, be a new 
paper, but one with the old ideals and 


principles long so familiar to this city 
and State, under another name and 
improved form. The Press will start 
with two new and latest-improved Hoe 
Quadruple presses, with every other 
detail of equipment to match. 

Toward advertising patrons our past 
policy of absolute good faith as to cir- 
culation will be observed. Moreover, 
we recognize that the time has come 
for more liberal terms to advertisers, 
on the basis of a rate per line per 
thousand of bona fide circulation. 

The usual newspaper salutatory must, 
in the nature of things, guess at the 
“long-felt want.” The average com- 
munity commonly stands waiting and 
incredulous. But in this instance the 
public took the initiative. The peti- 
tions for a newspaper on the old fa- 
miliar lines, addressed to the project- 
ors of the Indianapolis Press, and coup- 
ling their names, were of such volume 
in number and so representative of all 
classes throughout city and State, as to 
leave no doubt of the welcome, and 
gave to the appeal the character of a 
call to public duty. 








A CONVERTED FAKIR. 


ahe National Advertiser still believes 
that the most satisfactory definition of 
the word circulation as applied to news- 
papers is, “the number of copies print- 
ed and sold, less all returns.” The 
reasons for adopting this interpretation 
of the word have already been given 


in full. But it has been pointed out 
that the definition leaves room for 
‘quibble and_ hair-splitting, and the 


National _ Advertiser, faithful to its 
mission of safeguarding the interest of 


advertisers, is willing to accept any 
modifications of its own idea which 
may close the door upon fine-spun 
technicalities. 

Desiring to leave no loophole for 
technicalities, the National Advertiser 


is willing to substitute for its original 
definition this: 

““CIRCULATION—The number of copies 
printed and circulated.” 

Whether they are all paid for or not 
is a matter for the advertiser to inquire 
into when he comes to consider the 
quality of circulation. The National 
Advertiser hopes and believes that this 
modification of — its original standard 
will remove all reason for hair-splitting 
on the part of publishers.—National 
Advertiser. 

Printers’ INk’s view has been 
often stated as follows: 

“Every publisher may know 
how many complete perfect copies 
he prints. No publisher can ever 
know exactly how many copies 
are actually sold and read. The 
publisher who tries to tell exactly 
how many are sold and read will 
assert that what he says is the ex- 
act truth, but he will be mistaken, 
because another hundred may be 
sold or returned after the state- 
ment has been made, thus making 
it an untruthful statement. The 
publisher who does not try to be 
so exact will probably assert that 
his gross circulation is his net cir- 
culation, and although that is not 
the truth, it comes pretty near be- 
ing true as the statement of 
his rival who claims to be more 
careful and conscientious. Let the 
publisher who has waded through 
all that has been said here be here- 
after content to keep a record of 
exactly how many complete per- 
fect copies he prints. Such a rec- 
ord will be sufficient for all pur- 
poses. 

“The two principal sinners on 
the point of inflated circulations 
in all America are the New York 
World and the New York Journal, 
and it is a pretty effective com- 
ment upon the soundness of the 


as 
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position taken by Printers’ INi 
that it not only is impossible tur 
an advertiser to find out how many 


copies are actually sold of those 
papers, but equally impossible to 
learn how many copies’ are 
printed.” 

+ 
INDEPENDENT SELF RE- 
LIANCE 
By Clifton S. Wady. 

The advertiser who prepares 


what he believes in his innermost 
soul is a good ad, should have 
the courage of his conviction and 
give it a chance to do the work 
he believes it capable of doing. 

There’s many a good, strong 
advertisement gone into the waste 
basket through ill advice, from one 
having a reputation for perfect 
judgment on such things, but 
which would have proven a hit 
had the writer of the ad used 
his own judgment instead. 

It is said of Conan Doyle, when 
a boy, that his teacher took him 
into his room alone, he was 
about to leave the school, and said 
to him: “Doyle, I have known 
you now for seven years, and as 
I know you thoroughly, I am 
to say something you will 
remember in after life. Doyle, 
you will never come to any good.” 


as 


going 


The world knows how wrong 
that teacher’s judgment was. 
And we should see more good 


advertising if men of ability were 
strong enough to stand up in their 
boots and follow their own in- 
stincts in regard to what is and 
what is not fit, among their own 
writings, to go into print. There 
is, of course, such a thing as over 
confidence; yet the judgment of 
self should be equal to the 
“next man’s,” and often is better. 


All this under proper condi- 
tions, of course. 
anal 


A KNOWLEDGE of human nature 
is a greater desideratum in adver- 
tising than skillful phraseology 





CoNSIDERABLE newspaper adver- 
tising is unprofitable on account 
of lack of proper distribution of 
the goods. In most cases they 
should be thoroughly distributed 
before talking to the public about 
them is begun. 











A MICHIGAN DEPARTMENT 
STORIE 


ADVERTISING METHODS 
SHAFER OF DETROIT, 
OF THE MAJESTIC 
PARTMENT STORE. 


OF c. A. 
PROPRIETOR 
BUILDING DE- 


The finest commercial structure 
in Michigan is the Majestic Build- 
ing, Detroit, occupied by the de- 
partment store of C. A. Shafer. 
While this institution is not the 
largest of its kind in the city, it 
has the advantage in location, be- 
ing situated on the Campus Mar- 
tius, the center of business life and 
the hub from which the principal 
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“We use the News, Journal and 
Free Press, besides both the Ger 
man dailies, and in addition we 
take space in a number of country 
weeklies published within a radius 
of forty miles of this city. We 
have found the newspapers to be 
the best medium, but we use a few 
other methods, such as large sign 
boards on the banks of the river 
and about the surrounding coun- 
try, and mile posts for twenty 
miles on all the principal roads 
running out of Detroit. We re- 
cently published a neat little book- 
let giving a great deal of con- 
densed information about the city, 





A Review of the Clothing Sale 





concerns in the country have been known to buy so 


without precedent 


Men’s best $20 Suits $12.50 


ase no better 





| Trousérs! 


mocks have reduced the quantity only. 


Inent are examined. 











Our purchases of the entire stocks of five clothing manufacturers this 
Spring and Summer are a matter of record. These were, and are, the biggest 
deals ever made by any clothier in Michigan, and but a few of the largest 


was not a plunger's spasm of excitement but a merchant's plan, calmly formed 
and thoroughly executed. The purpose was to make, at the beginning of 
the season, a sale of clothing that for cheapness and magnitude would be 
That purpose was accomplished. When the scason 

is done there will hve been no better values, if as good, offered you clse- 
where than we submit now, when you need Summer Clothing. 


Men’s best $15 Suits $10.00 
Men’s best $12.50 Suits $7.50 
Men’s best $7.50 Suits $4.50 


The thousands of selections that have bean made from these 


which all tastes can be suited are still bere, and therp’s not « 
break in the line of sizes. The best patterns in imported and 

American Tweeds, Cheviots, Worsteds and Camimeres, snd «0 
exceptionally fine line of blue and black sergen Each euit ie 
of correct style, accurate fit and firstclass io every detail of 
making. Prices will not speak for themsclves until the gar 


C. A. SHAFER tase. 














heavily. This, however, 





The amortments frou 

















streets radiate. The Majestic 
Building is a structure of fourteen 
stories and is in easy view for 
miles about the surrounding coun- 
try and up and down the Detroit 
River. It is the easiest accessible 
of any of the business places in 
the city, and the management is 
striving to make it the most popu- 
lar. Mr. Shafer uses eight floors 
and the basement. The firm’s ad- 
vertising is managed by Mr. 
Pfeiffer. The correspondent’s re- 
quest for an interview with Mr. 
Pfeiffer was cheerfully granted. 

“What media do you use, and 
which do you consider best?” was 
the first question asked. 





with about as many pages devoted 
to our store, and we find it a pay- 
ing investment.” 

“Which Detroit daily gives you 
best value for the money?” 

“That is a difficult question, 
and I am not in a position to make 
a definite statement. The Free 
Press reaches the best classes, the 
News reaches all classes, while the 
Journal, with a smaller circula- 
tion than the News, occupies a 
middle ground. The Tribune is 
practically a morning edition of 
the News. The latter paper has 
the greatest circulation of any in 
Detroit, and so, of course, brings 
us most results. The German 
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dailies are both good considering 
their circulations.” 

“Do you think money spent in 
country weeklies a paying invest- 
ment?” was asked. 

“Most assuredly. In proportion 
to the outlay they pay us better 
than any other medium. Of 
course there is a reason for this, 
and that is the fact that there are 
five electric railways running out 
of Detroit in different directions 
to suburban places. The fares 
charged are much lower than 
steam road rates, and many more 
country people come to the city to 
do their shopping than formerly. 
We wish to reach these people, and 
the weekly is the only sure me- 
dium.” 

“How extensively do you ad- 
vertise during different seasons?” 

“Commencing about the middle 
of September, when we have our 
fall opening, and continuing until 
well after the holidays we do our 
heaviest advertising. With large 
spaces throughout the week and 
page ads in the Sunday papers we 
keep ourselves well before the pub- 
lic. During the lull after holidays 
we cut down on our advertising, 
resuming again about the first of 
April, at the time of our spring 
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The campaign is then 
carried along until early in sum 


opening. 


mer, when we ease up until the 
fall opening.” 

“What particular style do you 
use in writing ads?” 

“The simple truth told in the 
clearest, plainest way is all that 
is necessary to sell our goods. We 
buy for cash and sell for cash, and 
our customers get the benefit in 
the prices we are enabled to offer.” 

Mr. Pfeiffer has a pleasant situ- 
ation at Shafer’s. The firm is for- 
tunate in possessing the services 
of so efficient an advertising man. 

Vireit V. McNirtt. 
WHEN, INDEED! 

When do you suppose retail advertisers will 
learn to attend to their own business and let 
their wicked competitors go to perdition in 
their own a ll Bakers’ Helper. 

sine S 








In honor a “the return home from a Euro- 
pean trip of six weeks’ duration, John W. 

3ailey, president of The Record Publishing 
Company and managing editor of the Record, 
was given a breakfast yesterday morning by 
members of the editorial and re — il staffs. 
The breakfast was served at the Bellevue, and 
was a very informal, though pleasant, affair, 
A number of toasts were responded to, and 
Mr. Bailey was given a hearty welcome home. 
On behalf of the employees of the Record 
George W. Morgan presented to Mr. Bailey a 
handsome-bound and _ illustrated souvenir, 
which he accepted in a brief speech of thanks. 
—Philadelphia Record, Oct. 3d. 



































WE RESTORE 
SIGHT! 


GLASSES 
RENDER 
DEFECTIVE 
VISION 
CHRONIC. 


Write for our 
ILLUSTRATED 
TREATISE, 
mailed free. 


THE IDEAL 
COMPANY, 

239 Broadway, 

New York. 
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SIGHT RESTORER, 








AN ATTRACTIVE CONTRAST. 
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: READY-MADE ADVERTISEMENTS. — } 

+a . 

i Edited by Wolstan Dixey. ; 

; Readers of PRINTERS’ INK are invited to send model advertise ments, ideas for window } 

$ cards or circulars, and any other suggestions for bettering this department. 3 

loses otareeeseteeeeeeeeeeeeeees seeeecee sesseeee sees seeees 
It often pays to appeal toa special | <1" Attractive Real Estate Proposition 


class, going thoroughly into details 
about goods and prices and inviting About 150 








inv estigation and comparison. Such Lots Left. 

advertising, backed with good val- That’s all—really didn’t 
ues and the right kind of store serv- expect to sell these high- 
ice, might easily make a store head- —_ = - rapidly p= 
’ > lave, oubtiess peopie are 
quarters in its particular line for the sick of these “hams” siuae 
class to which it is directed. _ and want something _ like 
Here is an example of this kind of Hampton Place, as it is 
advertising, which is very good ex- cight in the very heart of 
cept in one import: int particular, Right opposite to the P. 
and that is the « omission of prices. R. R. station—two minutes 
ne 2 intially from Street Car lines. 
J ae { Streets are paved, curbing 
U aifors ms tor in, flagstone sidewalks 
down, sewers in, both 

i rolley Men. gases, water, electric light, 

| One of our special lines | shade trees. Lots sold on 

| is Uniforms oO Trolley | | easy terms—you name the 

is Uniforms for J | : 

| Mortormen and Conduct- | | terms and like as_not we'll 
ors. We carry the best | | sell that way. Office onthe 

line of Uniforms made. | plan, open all day; evening 


| [he special cloth used appointments made on re- 
| in their manufacture is all quest. There is a mint of 
| 
| 
| 


| 

wool and the blue is indigo, | money in the lots for the 
| 
} 


dyed in the wool. AN cloth investor. : ; 
sponged and shrunken be Building is at present in 
fore being cut. Regulation full blast an the site. We 

olor, four weights of cloth often sell lots by mail and 
All garments made in clean guarantee to deliver the 
and healthful tailor shops, best available lot at the 
correctly cut, substantially time letter is received for 
sewed and trimmed anc the price you name. In 
carefully pressed and no case has the purchaser 
shaped. on view become dissatisfied 
Our Conductors’ coat has | with our selection. 








ten pockets, six outsideand | | True Enou: gh. 
four inside. All pockets | | — 


| made of ticking, and all | 
outside pockets bound with 

| leather of a fine quality | 

| We guarantee our Uni- | 

| forms in every particular. 


Truthful 
Dentistry. 


} We invite all Trolley men Honesty in dentistry 
to call and inspect these means much to you. 

a re F lead you to believe the most 

A Goo One for Oil Heaters. absurd untruth, simply be- 

| cause you do not under- 


stand Dentistry, and he 
gains your confidence. RE- 
LIABLE BROS., who on 


Shivery | 


| 
| 

| goods. | pleasant talking dentist may 
| 

nights and mornings are | 





| not likely to be “conducive | April 1 entered their thir- 
| to the system’’—may easily teenth successive year in 
lead to more or less seri P., are dentists whom you 
ous colds, and _ doctor’s | |} may trust. If you do not 
bills, too, that are easy to | | know us, the fact that we 
| avoid if you have one of | were born here and have 


$8, $10. sufficient evidence to gain 


our Electric Oil Heaters. | practiced here 13 years is 
Different sizes for large } your confidence. Our prices 








rooms and_= small. Hun are just right for _ first- 
dreds know how very good } | class Dentistry--we could 
the Electrics are, for we | | | not do better Dentistry if 
sold lots of them last year. | | you offered us three times 


You shall find them just | our price—then why pay 
right ¢ or your 1 money back. | more? 
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His Hobby. 





| 


A New 





“kick. 


and feline neckwear. 





Good Printing. 


The man at the head of 
the SUN commercial print- 
ing department has a hobby 

it’s Good Printing. 

No job leaves the office 
that isn’t at the top notch 
of perfection particularly 
Stationery. ‘That’s where 
he gets in his artistic work 

that makes you feel a 
certain pride in writing a 
letter on SUN office work. 

Never any chance for a 


For a Lunch Koom. 


A MUG 


and one of 
Frankfurters 
you can't get else 
where), will brace you 
and fit you for the day’s 
work. If you come once, 
you'll come again—to Gill's 
Lunch, 175 Main St 


our coffee 
German 


of 
our 
(that 





up 
ul 


to Say 


Way 


Dog Neckwear. 


The costume of a dog is 


as unpretentious as that of 
a south sea islander. It 
consists solely of a collar 


As this is their only article 
of wearing apparel it should 
be a thing of beauty. It 
is also well to consider dur 
ability. We are showing 
a well assorted line of these 
goods and have our stock 
so arranged that we can 
supply your demands quick 
ly and at reasonable prices 

Call at our store and you 
can see the LARGEST and 
MOST EXPENSIVE DOG 
COLLAR ever on_ exhibi 
tion in Connecticut. 


All varieties of canine 


Hunters’ Ammunition. 


Hunters, 
Have You 


Heard 


about 
King’s smokeless, semi 
smokeless, and black pow 
der? If you have not you 


should know about them, for 
we guarantee them to be the 
strongest, quickest and 
cleanest powders made 


We're sole agents for them 

Shells loaded to order 
to suit your own ideas as 
to the proper 








combination 
of powder and lead. 





INK. 


Tells Its Own 


Sto ry. 





Crockery 


Department. 


It’s like building a house 
of blocks to try to establish 











a business by selling poor 
goods at low prices. 

We're not going to build 
our new Crockery Depart 
ment that way. We've se 
lected our Crockery, Glass 
ware and Lamps from the 
largest and best stock in 
the largest and best market 
We've bought them at low 
prices because we _ bought 
direct from importers or 
manufacturers. We've se 
lected new, up-to-date pat 
terns, shapes and decora 
tions, because we had a 
large assortment to choose 
from, and an experienced 
buyer to choose them 

We're working nights 
getting this stock ready for 
you, You won't have to 
wait long, and it will pay 
you to wait 

Sounds I 


Single and 
Double Harness. 


In fact, Harnesses of all 
kindsare here, and a larger 
or better stock it would be 
hard indeed to find. One 
and two-horse farm and 








team harnesses in plenty, 
and we »w the maker so 
well that we invite the clos 
est inspection. 

Buying a harness here 
insures your getting a good 
honestly made harness 
rhere’s no mistake about 
that. 

Read YMade Suits 


Not so Now. 


It used to cost consider 


able to get a ready-to-wear 
suit that bore the earmarks 
of a custom made one, but 
not so now My stock of 


suits represents the best of 


the productions of four c/ 
the largest makers in this 
country. The cost of my 
suits is no more than you 


must pay for inferior ones, 
but the wear is much great 
er. “hey are guaranteed. 
There are others, but none 
so good at the price It 
cost you nothing to 
and look them over 
are proud of them. $8 
to $20 by easy steps, at 





| 


“— 
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Short and Sensible. 


| If You Have An y 





>| bi . 

Plumbing 
That needs attention, re 
member that I personally 
supervise this work, which 
is guaranteed to be first 
class I make only nomi 
nal charges and warrant 
satisfaction on every job 

! Confidence Winning Headline 
Credit Clothi Business. 


We Believe 
That You 


Are Honest. 





Look yourself over, and 
if you feel, sir, that you 
ought to have a new suit 
of clothes and have it at 
once, don’t hesitate tocome 
to us and get it 


You may not have money 
enough, but that makes no 
difference, you can come 
here and take your pick 
from one of the finest 
stocks of clothing in 

Above all things, don’t 
try to wear a summer suit 
this weather, when it’s such 
an easy matter to get a 
winter one here. 

Don’t forget to bring the 
| boy. We can look after 
| his wants as well as yours. 
| Small amounts down and $1 
| 


For “Open Stock’ Dinner and 
Sets 
— 
Decorated 


TT 

Tableware. 

We are showing a most 
complete assortment of this 
fashionable ware in “Open 
Stock”’ in the most unique 
and latest patterns. The 
designs and colors are beau 


tiful and blend in perfect 
harmony. It is good, serv 
iceable ware, the kind that 
will not easily brea 
manufacturers also war- 
rant it not to craze. An 
other advantage of this 
} “Open Stock”’ is, we will 
| sell you any part if you 
do not want’ a_ full set. 
| Should you desire to re 
| place any part we can fur 
| 


nish the same at any time, 
in stock a 
pattern 
invite 
ware, 
desire 

and 


as we 


full 


carry 
line of each 
We most cordially 
you to inspect this 
especially if you 

something very nice 
| “out of the ordinary.” 





| Some Shoe Statements. 


| | Hand-sewed Welt 
ln 
| Shoes, $3. 
< 
It’s as natural for cheap 
shoes to seek the bargain 
table as it 1s for water to 
run down hill. But did 
you ever see any _ shoes 
| | with hand-sewed welts on 
I bargain tables? 
a Of our many hand-sewed 
welt shoes we are specially 


proud of the $3 lines for 
| men and women—‘Lenox”’ 
} for women, “‘Harvard’’ for 


men; they give the fullest 
measure of shoe goodness 
at the price. 
| In our “Lenox” there are 
twenty-eight styles of high 
cut and eighteen styles in 
Oxfords—-dressy footwear 
for particular women; in 
fine light-weight black or 
tan Vici Kid, close or ex 
tension edges, newest toe 
shapes, military heels 
shoes for comfort and 
style; $3 pair. 
Our ‘*Harvards” 
in Russia calf, are 
| high or low styles, in the 
| new round raised _ toes, 
soles with extension edges 
| brass or fast-color eyelets; 
who think they can’t 
get shoes to suit them un- 
| less they pay $5 should see 


for men, 
in either 





these ‘“‘Harvards” at $3 a | 
pair. j 





For a Bicycle Lamp. 
? scene ininrindcics 
It’s a “Calker” 
tsa aiker 
and it’s a good 
one. It’s a gas lamp for 
bicycle or carriage. Its 
light is 150 candle power 
It will burn five hours or 
longer, and the flame can 
be lowered or increased at 
will. Non-explosive. 

It’s a handsome lamp of 
medium size and fully war- 
ranted. 
| Only 


a few of them— 
price $1.50. 


| ilits Straight at the Housewife. 


| 

| ee 

| Carpet 
| 


Cogitation. 
| If “th’ apparel oft pro- 
| claims the man,” the floor 


frequently an 
character of 


covering is 
index to the 
| the housewife. 
Nothing looks  shabbier 
than a shabby carpet. 


| Our specialties are well- 
| woven Ingrains of pretty 
| | designs and colorings and 


Tapestry Brussels, soc. up. 
We have them in stock. 
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Meat Market 


Good Morning. 


Do you know that much 
depends on the way that 
killing and cutting is done 
as to the tenderness of 
meat? 
Don’t 

over 


and wor- 
stringy 
meat when you _ can get 
cut meats of all kinds by 
stepping to the phone and 
calling up ’phone 80. 


struggle 


ry tough, 


— 





ago. 
—— 


A Laundry Ad. 





Handwork. 


Our laundry is getting 
more business every day 
because people find their 


shirts, collars and cuffs and 
delicate goods get a fine 
finish here without the 
harmful effect of acids that 
wear out clothes. 

Work called for 
livered free. 


and de- 


Good. 
The Useful 
and Ornamental 


Hall Rack. 


There’s no substitute 
them—there’s really 
doing without them. 

The newer styles com- 
bine the hat and coat rack 
and hall seat. They’re not 





for 


no 


bulky—the smallest hall 
will accommodate one. 

We_ have _ ‘fully ' thirty 
models in oak—some_ as 
low in cost as $8. All 
have shaped French plate 
mirrors. In the quartered 
golden or flake oak there 
are some good values at 


$13.75, $14.50 and $19.75. 


Diamonds. 
Did You 
Read the News? 


Some months ago I ad- 
vised peopie to buy dia- 


monds, as the price wassure 
to advance. 

Many people took my ad- 
vice and bought. To-day 
they can realize a snug sum 
on their investments. 

The new columns of the 
daily papers say that the 
value of diamonds is in- 
creasing daily. 

I’ve got some good ones 
that I bought some months 
Come and see them. 


Ad. 














pets 


| 


Draperies. 


Draperies 
and Draping. 


No feature of our busi- 
ness has been more appreci- 
ated the past year than the 
Drapery Department. 
*One reason is because we 
have such an abundance of 
beautiful things that no 
other store would think of 
carrying. 

Another reason is because 
we understand draping. 
Our patrons do not find us 
helpless when something 
original and _ artistic is 


wanted. Copying is_ not 
difficult for anybody, we 
should judge. 

But copying we leave tv 
others. Originating is our 
specialty. 

Right Down to Business at 
Start. 


Hunting Coats ; 


Lots of them; all sizes, 
right kinds, right price. 

May be you think that 
anyoldcoat is good enough 
if you have the right gun 
and ammunition, the know 
how, the know where and 
when, but possibly you'll 
drop that “any-old’’ idea 
if you see the possibilities 


of convenience and comfort 
there are in our coats. 

We know where and how 
to buy most everything that 
hunters can use, and we'd 
be pleased to accept your 
order for anything not in 
stock at an acceptable re- 
duction fr regular price 








Pianos 


“Fully Up to 
Your 
Representations,” 


A phrase found in many 
testimonial letters from pur- 
chasers of our pianos, car- 
ries its meaning plainly. 
And it is the greatest in- 
dorsement of our Pianos 
and our methods we could 

ask 


Pianos wear like iron 


have a full, rich tone—the 
true sympathetic touch 
a case of artistic beauty 


and are guaranteed for ten 
years 

With all these virtues 
and no faults, we sell you 
the Piano at a price other 
dealers ask for an inferior 
instrument. 





= 


the 
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the head, called 


Pains in 
Headaches and Neuralgias, re- 


sulting from eye-strain, mean 
that you should give your eyes 
proper help in shape of glasses 
made to suit. 

You want lenses accurately 
ground, set in frames made to 
rest comfortably upon your nose 
and centered exactly right. 

Our glasses are made this way 

they are scientifically perfect, 
and relieve all strain of the eyes. 

By making our own glasses— 
instead of buying them ready- 
made—we can give you superior 
wor 








es examined free. Optical 
repairing done on premises at 
lowest charge. Work finished 
while you wait. 





22 W. LEXINGTON ST. 


Ladies looking for full 
dress or evening’ corsets | 
will find a fine line of Silk | 


and Pongee at Suite 47 
Waverly Building. 
Hours from 1 to 6 p. m. 


thing and Furnishings. 


Who Does Not 
Envy That Man 


who is 
perfectly at ease with him 
self and the rest of the 
world? If his coat crowded 


his back, his trousers pulled 
his leg, his vest squeezed 
him, his necktie played 
horseback with him or his 
shirt persisted in twisting | 
him around, he wouldn't | 
ve so easy. Details and fit | 
long way toward put- | 
confidence in a man. | 
That’s our long suit. We 
look to details. 

Top notch suits 
to $20 at 


go a 


ting 


from $8 | 


Straight Talk for a Coal Dealer 


You Cia Hustle 
Like a House 


Afire 


All over this city and 
not find the equal to the | 
LEHIGH COAL we are 


selling at a price that puts 
competition in the shade. 
We deliver tons of it every 
day to pleased customers 

pleased because the quality 





is "way up and _ the price 
"way down. 
P. S.—We give 2,000 


pounds with every ton. | 





| Introductory 


for 
nishings. 





Rightness, 
Fitness, Fashion 


All combined in our new 
fall suits, waistcoats and 
haberdashery. Why do so 
many men stick to us sea- 
son in and season out? The 
answer is easy. They get 
proper ht, proper wearing 
qualities and proper price 
treatment, consequently 
they are satisfied. We can 
take similar care of you. 


A Hat Ad. 





What’s 
Your Price ? 


When you come here for 











a hat you are not asked to 
pay this or that price 
| you name your own price. 
| We have no price to sug 
| gest—we have hats at your 

price, and we’re just as 


| well satisfied to see a $1.50 
| hat go out as a $5 model. 
And when we see you go 
| out with your hat we have 
| 


the satisfaction of knowing 
that you'll not come back 
shortly witu a kick—and a 


hat that has kerflunked. 


Guns and Ammunition. 


For Us. 


When 


you want a good 
shot gun that you can de- 
pend upon. We have now a 
goodly stock and your kind 
is here, for we _ have all 
kinds—single barrel, dou- 
ble barrel and Winchester. 

Refore you start on your 
shooting trip come here for 
shells 


Watches. 





Watches That 
Keep Time. 
A watch that doesn’t 


keep time is worse than no 
watch at all. I sell watches 





of the reliable sort—all 
first-class time pieces, and 
sell them at prices 
give but a small margin 
of profit. 
| I repair watches _ also, 
| and my: long experience in 
| the business has taught me 
| to repair them skillfully 
| and scientifically. 
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Clothing and Fur- 
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PHOTOGRAPHIC JOURNALS. 
The Illinois College of Photography 

of Effingham, publishes the following 


as a complete list of journals devoted 
to photography: 


















St. Louis & Canadian Photographer, 
St. Louis, Mo.; Sna ip 3 ts, New York, 
VN Y.; The Trade ws, Louisville, 
Ky.; Photo-Beacon, C hic ago, Hll.: Pho 
tographic Review, Chicago, IIL; *ro- 
“essional Pointer, New York; Photo 
graphic Light, Chicago; Wilson's Pho- 
tographic Magazine, New York; Pro 
fessional Photographer, Buffalo, N. Y.; 
American Journal of Photography, 
Phil: udelphia; Anthony’s Photographic 
Bulletin, New York; p *hoto-American, 
New York; The American Phot ogram, 
Brooklyn, N. Y.; Am. Amateur Pho- 
tographer, New York City; Photo- 
graphic Times, New York City; Prac- 
tical Photographer, Philadelphia; Lux- 
Sombre, New York City; The Photo- 
Era, Boston; The Ph »tographic Comet, 
New York City; Th Southern Bulletin, 
Atlanta, Ga.; The Photographic Re- 
corder, St. Paul, Minn.; The Camera, 
hiladelphia, Pas; Photographic 
Monthly Minne apolis, Minn.; The 
Camera and Dark Room, Brooklyn, 
I Y.; Northwestern Amateur, St. 
Paul, slinn.; Amateur Pointer, New 
York City; Paines’ Photographic Maga- 
sinc, Milwaukee; Photographic Life, 
Nevera, N. Y.; Photo-Miniature, New 
York City; The 2oung Photographer, 
Burlington, Vt. 

oo 
STATE ON WHEELS. 

The Northern Pacific Railway has 
devised a novel scheme for advertising 
the resources of Washington. The 
road 1s now exhibiting throughout the 
East a car designed to show the 
natural and manufactured products. It 
contains 621 bottles of fruit and grain, 
six cases of grain and grasses, three 
cases of minerals, petrifactions and a 
museum of wild animals to be found 
in the forests, together with an elabo 


of timber and samples of 
manufactured products of the North 
western tier of States. Every article 
labeled with the producer's name. 
The car itself is constructed of the 
various woods from the forests of 
Washington. Sixteen thousand visitors 
have passec d through the car in a single 
day. It is a practical object lesson on 
wheels. It is of interest to the farm- 
er, fruit grower, lumberman, miner, 
manufacturer, gardener, tourist and 
sportsman. During the last trip of the 
car through the East, which extended 
over a period of eighteen months, 
703,827 persons visited it and examined 
the display. The car traveled 13,773 
miles during that time, and visited the 


rate display 





States ot Wisconsin, Illinois, Indiana, 
Ohio, Pennsylvania, Maryland,  Vir- 
ginia and New York.—Seattle (Wash.) 
limes. 

ae 





HIS DEFICIENCY. 


‘*T thought he had all the elements of a suc- 
c-ssful artist for the humorous weeklies, and 
yet he failed.’ 

‘Ves; he failed to make the feet and the 
m ihe large enough to be considered real 
humor,”’—Chicago Post, 
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FLESH AND BLOOD. 


An advertisement, to influence live, flesh- 
and-blood people, must have live, up-to-date 
matter in it. It has to influence people with 
practical common sense, so as a matter of fact 
it must be seriously practical itself.— 7rade 
Register. 

a itis 

BecAusE an ad doesn’t bring in immediate 
results, don’t discontinue it. Nothing is 
achieved in this world without persis tence,— 
Shoe and Leather Gazette 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line 
each time. By the year $26 alin No display 
other than 2-line initial letter itust be handed 
in one week in advance 





GEORGIA. 


QOUTHERN FARMER, Athens, Ga 
‘ Southern agricultural publication 
people read it ; 23,000 acca 

Southwest. Advertising 





Leading 
Thrifty 
y. Covers South and 
rates very low 


CANADA. 


VAN, ADIAN ADVERTISING is best done by’ THE 
DESBARATS ADVERTISING AGEN( 


C 


Montreal. 


___ CLASS PAPERS. — 








ADVERTISING. 


KR INTE RS’ INK published weekly by Geo P 
Rowell & ¢ was the first of the now nu 
merous Class of jour nals devote _t to advertising 
It likes to call itself The Little Schoolmaster in 
the Art of Advertising. Since its establishment 
in 1888 it has had nearly two hundred imitators. 
PRINTERS’ INK aims to teach good advertising 
by publishing good advertising methods, giving 
e xamples of good and bad advertising and tell 
ing why. it also considers the value of news 
papers as advertising mediums. Its columns are 
wide open for the discussion of any topic interest 
ing to advertisers, advertising man who 
is known at all has contributed to its co!umns 
PRINTERS’ INK’S way of teaching is by exciting 
thought and discussion, expressing occasionally 
an opinion in favor of one plan and opposing an 
other, but making no « ‘ffort to be consistent, ad 
vocating to di ay to-day’s opinions and abandon 
ing yesierday’s theories to the dead past. Aver 








age circulation during 1898, 23,171. Subse jeg 
price $5 M year. Advertising rates, classified * 
cents h time. display 





0 cents a line. 
¥. 


a 
Address PRINTS: RS’ INK, 10 Spruce St., N. 





Displayed Adv yertisements. 





50 cents a line; $100 @ page; 25 per cent 
extra for shecified position—i/ granted 
Must t be handed | in one week in advance 


THE ARIZONA REPUBLICAN 


Published at Phoenix, the Capital 
of Arizona, asks for patronage on 
these grounds: 
It is the only ne wapape rin Arizona published 
every day in the year 
It is the only news vaper in the Southwest, 
outside of Los Anveles, the at operates a perfec ting 
press and a battery ot L inotypes 
It is the only newspaper in Arizona that has 














a general circ “ulation. 


ie circulation of the REPUBLICAN exceeds 
the combined circulation of all the other daily 
newspapers in the Territory. 
For rates address, 


Charles C. Randolph, Publisher, or 


| H. D, LaCoste, 38 Park Row, New York, 
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I place the utmost reliance upon the circulation quotations 
in the American Newspaper Directory, and the publisher who 
offers excuses and protests against its inaccuracy has no one to 
blame but himself, as a correct rating is easily obtained by simply 
telling the truth and supplying the necessary figures. Failure to 
do this places any publisher in the category of circulation pre- 
varicators, to which class he evidently belongs. 

Advertisers should patronize such pubiications as afford 
definite information and avoid all others as a rat would a 
sinking ship.—A dvertisers’ Guide for June, 1899. 
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THE evenina | ou rnal 





OF JERSEY CITY, N. J. 


Was selected by a Committee of Advertising Experts appointed 
by the American Newspaper Directory as the newspaper in New 
Jersey entitled to highest rank for size, class and quality of cir- 
culation and consequent advertising value. 


Average Daily Circulation in 1898.. 14,890 
owner 


They Are All Good 


The Dr. David Kennedy Corporation, Ron- 
dout, N. Y., writes: 
Ronpovut, N. Y_, Sept. 12, 1899. 
Mr. Wm. Jonnston, New York City: 
Dear Sir—The advertisements you send us 


























are all good. We have been in the advertising 
business for a good many years and have paid 
thousands of dollars to newspapers for publish- 
ing our advertisements, and it certainly would 
seem that we ought to be able to select one of 
the three ads as the best. After looking over 
them it is a hard matter todo so. If you will 
have an electro made of each one and send us 
the same with bill you will oblige. 
Very truly yours, 


Dr. Davip Kennepy CorporaTion. 
Augustus C. Knite, President. 








I write. design and print advertisements and booklets of every 
description. No one has better facilities for turning out the complete 
job. I would be pleased to receive a trial order. Send for booklet. 


Address WM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce St.. New York. 


PIII IISI III ISG 








PRINTERS’ INK. 





veveve 


Abb bhbhid 


: From 11,600 


in 1880 
42, 


The Daily News 
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To Reach 
All Classes 


Advertise in 


Springtield 


(Mass.) 


News 


The price of the paper puts it within 
the reach of all. No family with any 
purchasing power but can afford a 
one-cent daily. 

The news and editorial quality of 
the paper make it a necessity to those 
to whom its low cost is no considera- 
tlon. 


in 1899 


is the short story of Joliet’s 
steady, constant progress. 
Universally conceded the most 
prosperous little city in the 
Great Middle West. Over 
8,000 workmen receive up- 
wards of a quarter of a million 
dollars monthly. No boom 
in Joliet, but a big, healthy 
growth. Is the county seat of 
one of the biggest and wealth- 
iest counties in Illinois. 















These facts explain the fact that, 
whatever other papers the people of 
Springfield and vicinity take, they all 
have 


Che Springfield News 
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has twice the paid circulation 
of any other paper there. 
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Charity Organization Society of the City of New York. 


It is the mouthpiece and authoritative exponent of New York charity. It goes into 
the homes of the richest, most influential and religious citizens of New York, viz., the 
members of the Charity Organization Society, as well as to others interested in Chi arity 

Those advertisers of reputable standing who wish to avail themselves of the adver- 
tising opportunities in Charities are permitted to engage, at the rates now current, such 
space as they desire for as many consecutive issues as they wish to use. ( hartties is an 
unusual paper and has an unusual clientage. It is therefore deserving of your closest | 
attention, Address all communications to WM. C. STUART, Publisher, | 

105 East Twenty-second Street, New York, 
You ean have your announcement appear in CHARITIES in 
space of a quarter page every week for one year for $130, 
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The Pawtucket Evening Tribune 














Is one of the leading daily papers of Rhode Island. Its circulation shows a 
steady growth. The TRIBUNE is a popular paper, and was never more so with 
its patrons than at present. It has a distinct field of its own in a big territory. 
3y the use of its advertising columns, your announcement can be placed before many 
of the people of Rhode Island, Mz issachusetts, etc. Write 4% rates, } 

If you use the columns of the TRIBU NE ‘, your ad will be in good company. 
The largest and most discriminating local advertisers, as well as the smaller ones, 4 
constantly use our columns, because it pays them to do so. We also carry the 4 
leading general advertisers of the country. { 
ad 


THE TRIBUNE PUBLISHING CO., Pawtucket, R. I. 
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TO 
REACH 
BROOKLYN 











Rey 4|0U_must_use_a_ Brooklyn 











Oe | newspaper. . . . . . . 





Your advertising placed 





in a Manhattan daily will not bring you 





the returns from Brooklyn that it will in 





Brooklyn’s Home Newspaper. 

















THE 
BROOKLYN 
DAILY EACLE. 
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New Yorkers 
‘ae’ Street Car Card 





It is one of the latest productions of the **two heads,” 
and seems to have made quite a hit—probably due to the 
fact that it is very simple in design, extremely effective in 
coloring and a bold advertisement of the cigars. 


We are doing the bulk of the business in Street Car 
Cards and are anxious to hear from the few we don’t reach 
at present. 

Remember, though, we do other work as well— 


Posters, Booklets, 
Hangers, etc. 
Need anything ? 


THE GIBBS & WILLIAMS CO. 
68 New Chambers St., 
NEW YORK. 


“ Two heads are better than one.” 
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Fall 1899 Edition Is Now Ready! 


American 
Newspaper Directory 


[ISSUED QUARTERLY. ] 


ESTABLISHED 1869. 


This work is the source of information on Newspaper Statis- 
tics in the United States and Canada. : Aes 

Advertisers, Advertising Agents, Editors, Politicians and the 
Departments of the Government rely upon its statements as the recognized authority. 

It gives a brief description of each place in which newspapers 
are published. population, railroads, local industries, name and location of county, etc., ete 
It gives the names of all Newspapers and other Periodicals. 

It gives the Politics, Religion, Class, Nationality, etc. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s name. 

It gives the Size of the Paper. 

It gives the Subscription Price. 

It gives the Date of Establishment. 

It gives the Circulation—present, as well as for a series of 
years past, thus enabling an advertiser to detezmine the probable future of a paper. 

It gives a separate list of all papers rated in the body of the 
book with a circulation of over one thousand. 

It gives a separate list of all newspapers issued on Sunday 
with 2 circulation of over one thousand. i 

It gives a list of all Class Publications (Religious, Agricult- 


ural, Medical, Trade, in Foreign Languages, etc.), with a circulation of over 1,000, and a 
complete index to each class. 


It gives a separate list of new newspapers established since 
the publication ot the last issue orcatalogued for the first time in the current edition 

It contains maps of each State, showing towns in which there 
are newspapers with moresthan 1,000 circulation. 

It also contains other valuable tables and classifications. 


The price of the AMERICAN NEWSPAPER DIRECTORY is Five Dol- 
lars—net cash, all charges prepaid 





As the most important portion of the information supplied by a mercantile agency con- 
sists of a report of the financial strength of the person about whom information is asked, so 
is the circulation of a newspaper generally considered the point upon which information 
will be of most value to the advertiser. The greatest possible care is taken to make the 
Directory reports correct. Every publisher is applied tosystematically. Allinformation 
is taken in a form which excludes any but definite statements ; while every effort is made to 
protect honest publishers against such as would resort to disingenuous reports to gain an 
unfair advantage. 


Address, GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 
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MEMORABLE MAY Ist 





On May 1, 1899, one year to a day after the 
memorable Battle of Manila, occurred the opening 
of my store at Lucky 13 Spruce St., with a blaze 
of red paint and white letters. It caused more 
comment than any other incident that ever hap- 
pened in the ink trade, and brought my competi- 
tors from far and near to view the place. One of 
them said it looked like h , another said it was 
like a cheap auction room, while another claimed 
it lowered the dignity of the trade. However, I 
swallowed all their remarks, and was laughing up 
my sleeve, as my trade seemed to have been 
touched with a magic wand, so wonderful was the 
| increase. From May Ist to September 30th I re- 
ceived 4,864 orders, which is over twenty (20) per 
cent larger than the same period of any previous 
year. Show me an ink house in the world that can 
duplicate this record, without the aid of salesmen, 
and to think that every order had to be accom- 
panied by the cash, otherwise the goods would not 





be shipped! 

If my inks are not found as represented I cheer- 
fully refund the money and pay all transportation 
charges. Send for my price list. If you buy in 
large quantities, send me a printed sample and I 
will quote prices that will astonish you. 









Address 


PRINTERS INK JONSON, 


13 Spruce Street, - - New York. 
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BALTIMORE’S 
AFTERNOON 
FIELD 


is fully as valuable, if not more so, than 

the morning field. Three papers divide the 

reading constituency of the morning, but 

the afternoon field is practically the exclu- 
sive possession of 
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the Baltimore News 








which circulates more copies in its home 
city than any other newspaper. 


The daily average circulation of THE NEWS 
during the month of September, 1899, was 


32,921. 


M. LEE STARKE, S. S. RECKEFUS, 
Mgr. Foreign Advertising, Western Representative, 
52 Tribune Building, Boyce Building, 
NEw York CITY. CuIcaGo, ILL. 
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To Jobbers and 


Manutacturers. 








OULD you be interested in a plan and proposition 
/ that would probably give you a material increase of 

business at a moderate cost ? 

Other concerns sell goods to the same trade as you do, 
Possibly to each of your customers you sell only 25 per cent 
of the goods he buys in your line. Can this percentage be 
increased ? 

Possibly in the territory which you look upon as yours 
there are one thousand, or several thousand, customers in 
your line who buy nothing at all from you and a great deal 
from some competitor. Would it be worth your while to 
open a hundred new accounts ? 

The right plan of work will do it. 

What is the right plan? 

It depends upon many things which you will have to tell 
me. The main fact is that a profitable plan can be made. 
The facts and conditions must determine the character of the 
plan, but there is a right plan for the development of every 
business. 

If you are interested, let me hear from you. If there is 
something that I can do for you, you want to know it. Possi- 
bly there is nothing—probably there is. 

It will cost a little of your time, and a good deal of mine, 
to find out. 

I will put my time against yours for mutual profit. 

All you need say in answer to this advertisement is that 
you are or are not interested. If you say you are interested, 
you will commit yourself to nothing but a consideration of 
my proposition. 

I would like to add three or four names to the list of 
large National advertisers whose advertising I plan, write, 
illustrate, print and place. 











CHARLES AUSTIN BATES, 
VANDERBILT BUILDING, 
Boston: 186 Devonshire St. NEW YORK. 
BUFFALO: 176 Prospect Ave. 
DETROIT: Majestic Building. 





Printing Department: 31 Beekman St., New York. 
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find, in my own case, that a card in the 
cars has its value in being continually 
before a large number of people who, for 
the time being, have nothing else to engage 
their minds or their eyes, and they reag = Woul 
the car advertisements whether they want 
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To the Publishers: 


The mere fact that you know 
the worth and value of your paper 
as an advertising medium will not, 
of itself, sell your advertising 
space. It is the telling of the fact, 
the conveying of the information 
to other minds interested in it that 
will make the business for you. 

The good newspaper (the great 
and good newspaper) presents its 
argument in the advertising pages 
of Printers’ Ink because Printers’ 
Ink is the paper that all the leading 
advertisers read, 


ADVERTISING RATES, 
$100 per page each insertion, 


Smaller space pro rata. 
Address 


PRINTERS’ INK, 
10 Spruce St., New York. 
& 










PRINTERS’ INK. 


NATIONAL 
| - WHOLESALE 
| uring the 

| DRUGGISTS’ 
| CONVENTION 

















this week at Niagara Falls it has been 
frequently remarked that the 
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Advertising Display 


IN THE CARS 
OF THE 


INTERNATIONAL TRACTION CO. 
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publicity that is pleasing to the eye 
and impressionable to the mind, and 
of course the reason why is that all 
cars in Niagara Falls, Buffalo, Tona- 
wanda, Lockport and thereabouts are 
controlled by 


GEORGE KISSAM & CO. | 


378 Main Street, 253 Broadway, | 
BUFFALO NEW YORK. 





is the finest ever seen and gives real | 
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